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Abstract 
 
ABSTRACT 
 
Owing to the increase in urbanisation and disposable income, South Africa offers 
the food industry enormous growth opportunities.  According to Louw, Jordaan, 
Ndanga and Kirsten (2008: 287), supermarkets have become vital role players in 
South African food consumption.  Within this market, it is especially important to 
note that “preferences for high quality… foods are emerging” (Louw et al, 
2008:288).  This highlights the need to introduce superior quality foods to the 
South African food market.  This study took this need one step further by asking 
the question, “is there a need for a high-quality foreign product in the South 
African market?”    
 
The primary objective of this study was to conduct a needs analysis to determine 
whether there is a need to introduce a selected foreign product into the South 
African market.  The high-quality product chosen for this research is a meat 
product called PICK salami. In addition, the distribution channel that would be the 
most appropriate for the possible introduction of the product to the market was 
also identified in the study.  To accomplish this, a relevant literature study was 
performed.   
 
To realise the research objective, a triangulated research approach was selected 
and a multiple-case study conducted. The units of analysis chosen for this study 
were the four major South African supermarket chains: SPAR Group Limited, 
Shoprite Checkers, Woolworths (Pty) limited and Pick ’n Pay Retailers (Pty) 
Limited. The data from this study was then analysed to determine meaningful 
results.   
 
From the research, it was concluded that there is a need for a high-quality meat 
product such as PICK Salami in South Africa and that SPAR Group Limited is the 
most  viable  distribution  channel  to  use.   Both  South Africa and  Hungary  can  
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Abstract 
 
benefit from such a business venture as gaps in the market can be filled and both 
countries can profit, despite the current global economic downturn.  
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CHAPTER ONE 
SCOPE OF THE STUDY 
 
1.1 INTRODUCTION  
 
This chapter describes the background to the research and provides detailed 
information on a meat product that has been selected for its potential entry into 
the South African market. A need analysis was conducted among selected South 
African food retailers to ascertain their interest in this product, to enable the 
researcher to identify one retailer that would provide the most appropriate 
distribution channel. 
 
Market development occurs whenever an existing product is introduced into a 
new country. Not only is this process a challenge to most  firms, but the failure 
rate of launching new products is also high (Arnolds & Tait, 2006: 12). As many 
firms do not meet the challenges involved sufficiently, this stage of market 
development often fails because of the lack of strategic focus, poor market 
research and insufficient feasibility studies (Hinfelaar & Kasper, 2000).  
 
Lack of success in launching a new product can also result from weak consumer- 
and market-testing as well as insufficient end-user insight. Poor planning, a lack 
of know-how between markets, autonomy on the part of senior management and 
product errors are often cited as additional problems experienced with market 
development (Dudlicek, 2008; Tracy, 2008; Hinfelaar & Kasper, 2000).  
1.1.1 The study 
 
This study investigates the introduction of an existing selected foreign product 
into the South African market place, namely, a meat product called PICK salami, 
which originated in Hungary 140 years ago (see Figure 1.1).  
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FIGURE 1.1: ILLUSTRATION OF PICK SALAMI 
 
Source: PICK Szeged Zrt. (2009a)  
 
The introduction of a product such as PICK salami would require extensive need 
analysis to be conducted to determine if there is a need for such a product. 
Secondly, a distribution channel would need to be identified that would be 
appropriate for potentially bringing the imported meat product into the South 
African market.  
 
1.1.2 The product 
 
The meat product is unique because of a secret recipe formulated by Márk Pick 
in 1869, at the time the PICK Szeged salami factory was established.  This secret 
recipe has been guarded by the Salami Master who is the only person who 
possesses a complete knowledge of the production process.  PICK salami is 
produced from the meat of a specially-bred large and heavy pig according to 
strict breeding rules.  The  meat  is  uniquely processed to protect the meat tissue  
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as well as to enhance the taste and flavour. No artificial ingredients are used 
(PICK Szeged Zrt., 2009a) and the spice mixture and quantities needed for the 
salami recipe are protected by seven sealed secrets.  
 
The smoking process takes two weeks on a flame made on carefully-chosen logs 
of beech-wood which have been dried for one year prior to the smoking process. 
The smoking process changes the salami into a flaming red/scarlet colour which 
is complemented by the snow-white fine moulds that form during the 100-day 
maturation process. These white moulds have become PICK Salami’s trade-
mark. After the 100-day maturation process, the salami is given the well-known 
and unmistakable serial number, a lead stamp/seal and national colour-ribboned 
cellophane wrapping (PICK Szeged Zrt., 2009a).  The end product is illustrated in 
Figure 1.2. 
 
FIGURE 1.2: PICK SALAMI, SYMBOL OF HUNGARICUMS 
 
Source: PICK Szeged Zrt. (2009a) 
PICK salami is approved by the European Union (EU). The company uses the 
ISO 9001:2000 quality-management system and their food-safety controlling 
process is based on the internationally-certified Hazard Analysis and Critical 
Control Points (HACCP) system (Kovács, 2006; Kovács, 2009b). PICK Szeged 
Zrt. is also one of the main members of the Hungaricum Club, which is an 
association of six companies.  
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The primary aim of this club is to promote the status of Hungarian products in the 
EU, while promoting the identity of the traditional Hungarian brands (PICK 
Szeged Zrt., 2009c). 
According to the CEO of PICK Szeged Zrt., approximately three million rolls of 
salami are sold annually, giving PICK Salami 80 percent of this market share in 
Hungary (Kovács, 2009a). In addition, the CEO regards PICK salami as a first-
class product which symbolises the products offered by the Hungaricum Club 
members.  László Kovács states that PICK does not only enjoy a good reputation 
based on quality locally, but it is also recognised internationally (Kovács, 2006).  
Figure 1.3 illustrates the international market structure of PICK Szeged Zrt.  
 
FIGURE 1.3: MARKET STRUCTURE OF PICK SZEGED ZRT.  
 
Source: PICK Szeged Zrt. (2008) 
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1.1.3 Sourcing product information 
 
PICK Szeged Zrt. was approached for their assistance for this market-
development research which investigates the feasibility of introducing PICK 
salami into the South African market (see Annexure A). PICK Szeged Zrt.’s  
management agreed to support the research project  as their product is a market 
leader in Hungary and the proposed operation in South Africa would represent a 
market-development strategy in the South African context (see Annexure B and 
Figure 1.4).  In Figure 1.4, the bottom dark area represents the PICK product’s 
comparative sales and shows the market size (in Hungarian currency) which, in 
total, is significantly above that of competitors. 
 
FIGURE 1.4:  MARKET SHARE AND PERCENTAGES 
 
Source: PICK Szeged Zrt. (2007) 
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1.2 FOCUSING THE RESEARCH 
Market development represents a firm’s attempt to sell more of its existing 
products to new markets (Hoffman et al, 2005: 50).   Although introducing a 
product into a new market requires extensive research, many new product 
initiatives fail because poor standards of market-research knowledge and sketchy 
awareness among marketers fail to provide enough reliable and useful 
information (Nijssen & Frambach, 1998). If a company cannot meet its 
customers' expectations, building long-term relationships will be a serious 
challenge (Rundh, 2001). Goffin and Lenke (2004: 45) also argue that 
businesses must go beyond traditional market-research methods if they want to 
foresee the future requirements of consumers. Reviere, Berkowitz, Carter and 
Fergusan, (1996: 1) express a similar view by commenting that firms need to 
adapt marketing methodologies continually to keep abreast of market dynamics. 
Another consideration is the paradigm voiced by theorist Eric von Hippel that 
products should be developed that meet customers’ needs and that they are 
prepared to buy these products (in Coates & Robinson, 1995). Premised on the 
above finding, the proposed research requires a literature search to determine a 
need analysis for this study. 
1.2.1 Need analysis 
  
Arnolds and Tait (2006) found that introducing products to new markets will 
contribute to the long-term sales growth and stability of firms, differentiate firms in 
terms of the unique attributes their new products offer, improve firms’ distribution 
systems and create new opportunities by responding to customer needs. Witkin 
and Altschuld (1995: 4) define a need as a gap between what is and what should 
be. A need analysis then seeks to assess the differences between these 
discrepancies by taking a snapshot of the current situation, but with the main aim 
focused on the future. The resultant question is what should be done, instead of 
focusing on what was done. 
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Various authors have discussed and researched the concept of needs. Maslow 
narrowed needs down to five key domains now referred to as a hierarchy of 
needs. The range starts from the lower-level survival (physiological) needs to the 
more complex, higher-level self-actualisation needs.  Maslow postulates that, 
once the fundamental needs are satisfied, people will move onto the higher-level 
order needs. Thus, to improve a firm’s understanding of what customers want 
and what their basic needs are, it is important to investigate what lies behind 
customers’ purchasing decisions (Stokes & Lomax, 2008: 70).  For Witkin and 
Altschuld (1995: 6), the primary beneficiaries of a needs assessment are  the 
customers who the organisation and other groups both in public and private 
sectors serve. 
 
While needs assessments (or needs analyses) are conducted frequently, Reviere 
et al (1996: 70) believe that they are often problematic. The more serious   
conceptual mistakes made when conducting needs assessments include: 
 
• having problems with sampling 
• failing to gather the right information  
• using methods that are inappropriate to justify conclusions. 
 
As the above failures can result in drawing misleading or incorrect conclusions, it 
is essential to develop a well-integrated plan to conduct a need analysis. This 
should include selecting the appropriate channel for distribution. More 
comprehensive literature on needs analyses and steps taken when conducting 
an analysis are provided in chapter two. 
1.2.2 Distribution channels 
 
Channel distribution is one of the most complex areas in marketing and sales 
(Rolnicki, 1998).     Approximately    50%   of   all   industry    activities   represent  
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distribution; therefore, getting the correct distribution component is very important 
to operational success (Dent, 2008). For this reason, channel management 
becomes the lifeblood of any business and the key to its short and long-term 
business achievements (Gorchels, Marien & West, 2004). Dent (2008: 4) 
expresses the opinion that suppliers need to design and manage a distribution 
model that works as a micro-business model as well as being suitable for its 
intermediaries. The distribution model must support a product to reach its target 
customers and be able to grow its market share. However, the dependence on 
weak channel knowledge and poor market intelligence can ruin the most 
ambitious plans (Gorchels, et al, 2004).  
 
Any market plan needs to take into account the local market (Arnolds & Tait, 
2006: 12). In the South African context, it is important to consider the local 
market conditions and to understand what opportunities and threats are 
presented.  In South Africa, possible threats could include: 
 
• political instability 
• high crime rate 
• Eskom electricity crisis  
• high poverty levels 
• high unemployment 
• strict labour laws 
• high production-unit labour costs.   
 
Possible opportunities include: 
 
• untapped market for PICK Szeged Zrt. 
• market leader prospect for PICK Szeged Zrt.  
• no similar South African product exists 
• South African gateway to additional new markets 
• 
• emerging market 
well-developed financial, legal, communications and transport sectors 
• FIFA World Cup in 2010. 
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From the brief overview of selected literature, the research objectives are now 
presented.  
 
1.3 RESEARCH OBJECTIVES 
 
1.3.1 Primary objectives 
 
The primary objective of this study was to conduct a need analysis of selected 
retailers to identify an appropriate distribution channel for an imported meat 
product into South Africa. 
1.3.2 Secondary objectives  
 
To achieve the primary objectives, the following secondary objectives needed to 
be investigated: 
 
• What issues need to be addressed by the exporter to land the product in 
South Africa? 
• Who could be used as a potential retail distributor? 
• What criteria would a distribution-channel member prescribe? 
• Which aspects of the product do the retailers regard positively and which 
negatively? 
1.3.3 Research design objectives 
 
To achieve the above-mentioned objectives, the research design included the 
following data-collection methodologies:  
 
• a literature review on need analysis and potential distribution channels  
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• a literature search on PICK Szeged Zrt. and the selected perishable-meat 
product was carried out via electronic media. Permission was sought for the 
availability of additional information which was provided by the company (see 
Annexure A and B)   
• the information from the literature reviews was used to design pilot questions 
for the interviews 
• the pilot questionnaire was administered to ascertain whether it would provide 
reliable information. Furthermore, the piloting ensured that the wording and 
structure of the questions yielded answers that would assist in the selection of 
an appropriate distribution channel 
• appointments were then made to conduct interviews and, possibly, further 
follow-up interviews, with executives in Port Elizabeth.  These face-to-face 
interviews were conducted at the participants’ work places and each 
participant was asked the same set of questions during the interviews. This 
ensured that any queries were answered immediately and all questions were 
fully understood. If further information or clarification of answers was required, 
participants were contacted telephonically 
• the data obtained from the literature search and the interviews were used to 
select an appropriate distribution channel for the imported food product in 
South Africa. 
 
1.4 METHODOLOGY   
1.4.1 Research paradigm 
 
Collis and Hussey (2003: 47) identify two main research paradigms, namely, the 
phenomenological and positivistic paradigm. The phenomenological paradigm is 
concerned with understanding human behaviour from the participant’s own frame 
of reference. This paradigm implies that social reality lies within the unit of 
research,  and,  the  result  of  investigating  reality  has  an  effect  on that reality.  
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Therefore, the research gives extensive attention to the subjective state of the 
individual. As this qualitative approach focuses on meaning, quality and depth, 
rather than the measurement of social phenomena, the qualitative data collected 
captures the richness of detail.  
 
The positivistic approach explains the facts or causes of social phenomena by 
establishing a relation between variables, which is information converted into 
numbers. Furthermore, the positivistic approach is concerned with hypothesis 
testing and logical reasoning, and precision and objectivity are applied. This 
approach uses large samples and the data collected are highly specific, precise 
and quantitative. It is believed that the researcher is independent of that being 
researched with no opinion or values towards the results. Positivistic research is 
thus perceived to be objective and singular. Depending on the nature of the 
problem statement, positivistic studies have a higher reliability and lower validity 
compared to phenomenological studies (Collis & Hussey, 2003).  
 
The methodology chosen for this study was qualitative as detail of what the 
retailers thought of the product and what their needs would be was required. 
Although the participants were interviewed face-to-face or telephonically, the type 
of interviewing process was in-depth discussion with participants, which lent itself 
to a multiple case-study approach. In addition, as no relationships were 
statistically tested, a qualitative research approach was selected. More detailed 
information on the research methodology is provided in chapter three.   
1.4.2 Sample 
 
Convenience sampling was used to select ten executive managers (mainly head 
buyers) from the four prominent retail chains in South Africa.  The yellow pages 
and Internet were utilised to identify these businesses and telephonic or personal 
visits  to  obtain  information  regarding  their  executive  management structures.  
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Thereafter, potential participants were contacted by telephone, email or personal 
visits to request their participation.  Appointments with those living in Port 
Elizabeth were made so that they could be interviewed face-to-face with the 
researcher. Interviews outside Port Elizabeth were conducted either 
telephonically or via e-mail. Participants were selected from the following 
retailers, namely: SPAR Group Limited, Woolworths (Pty) Limited, Shoprite 
Checkers (Pty) Limited and Pick ’n Pay Retailers (Pty) Limited. The interviews 
were used as a screening mechanism to ascertain which of the chains seemed 
most appropriate as a potential distribution channel for PICK Salami.   
 
1.5 FINDINGS 
 
The findings were tabulated and the criteria used to identify the most appropriate 
potential supplier included: 
 
• South Africa’s food-law restrictions for imported meat products 
• buyer product knowledge needed  
• rebate structures 
• willingness to market PICK salami and reasons for the decision 
• most appealing aspect of PICK salami 
• volumes considered 
• shop selection 
• exclusivity. 
 
Based on the above criteria, it became apparent that while all the retailers were 
interested to a degree, SPAR appeared to be the most viable channel to use as a 
distribution agency in South Africa.  
 
Based on published literature, the following factors could contribute towards the 
successful launch of the PICK product in South Africa: 
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• 140-year production history 
• EU approved and trade-mark protected 
• product uniqueness 
• possibility of product  becoming  dominant in South Africa  
• unique brand name 
• world rating  
• ISO 9001:2000 quality management  and HACCP systems 
• long shelf life: 90 days - if outer packaging is unopened  
• exclusive packaging 
• healthy 
• potential  job creation  and thus economy strengthening.   
 
By launching PICK salami in South Africa, and using appropriate development 
strategies, employment opportunities in South Africa could be created. As this 
could lead to more taxes being paid, there is the possibility of both economic and 
social benefits for the two countries.  In other words, there is a definite gap in the 
South African market and if it is filled, industries and economies in both countries 
can profit despite the current global recession. 
 
A brief outline of each chapter of the study is now provided.  
 
1.6 OUTLINE OF THE STUDY 
 
The study is divided into five chapters: 
 
Chapter one outlines the scope of the study. It includes the problem statement, 
research objectives, synopses of research methodology and keywords used. 
Chapter two provides a literature review which describes various need analysis 
concepts and their significance. In addition, the importance of selection of the 
appropriate  distribution  channel  is  emphasised  for  the  successful entry of the 
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selected imported meat product. In chapter three, the study’s research 
methodology is discussed and described, including the sample selection, validity 
and reliability of the measuring instruments and ethics considerations.  Chapter 
four presents the interview findings and analysis  results of each case study.  
Chapter five provides conclusions and makes recommendations for the study. 
 
1.7 ACRONYMS 
 
EU    European Union 
ISO 9001:2000  Standards for Quality Assurance and Management 
HACCP   Hazard Analysis and Critical Control Points 
CEO    Chief Executive Officer 
BCG Matrix   Boston Consulting Group Matrix 
NA    Needs Assessment/Analysis 
UN-Habitat   The United Nations Settlement Programme   
EureGAP System  European Retail Producer Working Group 
AGB Nielsen   An International Research Company 
SABS    South African Bureau of Standards 
M-Net    Electronic Media Network Limited 
  
1.8 DEFINITION OF TERMS   
 
The following key concepts are used in this research: 
 
BCG Matrix: Boston Consulting Group Matrix classifies products from the 
perspective of a single company and its particular products. The classification is 
based on two dimensions, which are: the relative market share of that particular 
product, and the growth rate of the product, market or industry. 
 
Competitive advantage:  Two  basic  types  of  competitive  advantage  can  be  
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identified; namely, cost advantage and differentiation advantage.  Competitive 
advantage is when a firm is able to deliver the same benefits as competitors but 
at a lower cost (cost advantage), or deliver benefits that exceed those of 
competing products (differentiation advantage). Therefore, the firm is able to 
create a superior value for its customers and superior profits for itself.  
 
Entry strategy: It is a decision regarding which market to enter, when this 
market should be entered and on what scale. 
 
Exclusive rights: The right to perform an action or acquire a benefit and to 
permit or deny others the right to perform the same action or acquire the same 
benefit. 
 
HACCP system: A system which identifies, evaluates and controls hazards 
which are significant for food safety. 
 
ISO 9001:2000: It is a quality-management system which provides a number of 
requirements that an organisation needs to fulfil if it is to achieve customer 
satisfaction. It focuses on consistency of products and services in order to meet 
customer expectations. 
 
Market development:  A firm’s attempt to sell more of its existing products in 
new markets.  
 
Marketing strategies:  Burger (2007: 7) defines a marketing strategy as 
underpinned by three fundamental elements including: identifying a target 
market, segmentation and target marketing. The marketing mix elements are 
represented  in  four  separate market strategies, namely,  product strategy, price  
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strategy, promotion strategy, and place (distribution) strategy. Each individual 
strategy has its own particular launching tactics. For example, specific new 
product pricing strategies consist of pricing tactics such as market skimming 
pricing (cream skimming) and market penetration pricing. 
 
Meat product: For the purposes of this treatise, PICK salami will be referred to 
as a meat product.  However, various definitions and differences between meat 
and processed meat according to some South African government departments 
are referred to (see chapter two section 2.3.2).  
 
Perishable goods: Types of food that decay or expire quickly. 
 
Positioning: This is the act of placing a brand in the appropriate place in the 
consumer’s mind relative to competing products.  
 
Rebate: An amount of money that is deduced from the cost of something before 
it is paid for.   
 
Segmentation: The act of dividing a market into groups of people with similar 
needs. 
 
Targeting: Offering the firm’s profitable customers special deals and incentives. 
 
Target market: The specific group of customers towards which a firm directs its 
marketing efforts. 
 
Target market selection: An evaluation of each market segment’s 
attractiveness  and  the  selection  of  one  or  more  of market segments to enter.  
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CHAPTER TWO  
LITERATURE REVIEW – NEED ANALYSIS AND DISTRIBUTION CHANNELS 
ASSESSMENT 
 
2.1 INTRODUCTION 
 
The primary purpose of this study is to conduct a need analysis to identify the 
best distribution channel for an imported meat product into South Africa.  This 
chapter provides a literature review to explore the objectives of this study 
focusing on: 
• a need analysis as perceived, defined and discussed by leading authors  
• meat products as well as restrictions regarding importation of meat products 
• segmentation, targeting and positioning, with the purpose of selecting a target 
market 
• marketing strategies, focusing on product life-cycle, the Boston Consulting 
Group Matrix (BCG) and the Ansoff Matrix 
• distribution channels in terms of distribution networks and the role of 
distribution members, particularly in South Africa. 
 
This study will also suggest potential solutions to satisfy the secondary objectives 
of the review, such as which issues the exporter needs to address, as well as 
identifying who could be a potential distributor.  This will be discussed in detail in 
chapters four and five.  
 
2.2 NEED ANALYSIS 
2.2.1 Needs – Core concepts 
 
There are many ways to understand the concept of needs, and authors define 
needs differently.  Witkin and Altschuld (1995: 9) state that needs constitute gaps 
or discrepancies between what is and what should be.  In contrast, McKillip 
(1987: 10) defines  a  need  as  a  belief  that  a  group has a problem that can be  
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solved.  Additionally, McKillip explains the four main aspects of his needs 
definition as follows: 
 
• people with different values have different needs.  The person who 
recognises a need and the person experiencing this need could differ 
• a need is owned by a certain group of people in a specific set of 
circumstances.  An understanding of the target population is, therefore, vital 
to a needs analysis 
• a problem is an unsatisfactory outcome that defies expectations and values 
• identification of a need entails a decision that a solution can exist for a 
problem. A problem may have various solutions, but most of the literature on 
needs analysis primarily focuses on recognition of problems instead of finding 
solutions.  
 
Needs can also be defined as a learning or performance gap between current 
and desired conditions, as illustrated in Figure 2.1 (Gupta, Sleezer & Russ-Eft, & 
2007: 14). 
 
FIGURE 2.1: DEFINITION OF A NEED 
 
           The gap between  
  the current condition  
         and a desired condition  
       is called a need. 
Source: Gupta et al (2007: 15) 
 
 
Current 
Condition 
Desired 
Condition 
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Needs can be evaluated by means of a need analysis.  A need 
analysis/assessment (NA) is a process of evaluation that focuses on the future 
and what should be done, rather than on what has been done.  Witkin and 
Altschuld (1995: 10) define a NA as: 
 
... a systematic approach that progresses through a defined series of 
phases. It gathers data by means of established procedures and methods 
designed for specific purposes. The kinds and scope of methods are 
selected to fit the purposes and context of the NA. NA sets priorities and 
determines criteria for solutions so that planners and managers can make 
defensible decisions. NA leads to action that will improve programs, 
services, organisational structure and operations, or a combination of these 
elements.  NA sets criteria for determining how best to allocate available 
money, people, facilities, and other resources. 
 
A need assessment can also be defined as a method or process used to pinpoint 
reasons for gaps in markets, as well as to identify new and future performance 
needs in organisations (Gupta, 1999: 4).  McKillip (1987: 7) agrees, expressing 
succinctly that a need analysis involves the identification and evaluation of 
needs.  
2.2.2 Steps in need analysis 
 
A need analysis can be broken down into various steps.  McKillip (1987: 9) 
summarises the five steps of a need analysis in Figure 2.2.  
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FIGURE 2.2:  STEPS IN NEED ANALYSIS 
                                                                        
 
 
Source: Adapted from McKillip (1987: 9)   
 
1. Identify USERS and USES of the need 
analysis. 
 
2. Describe the TARGET POPULATION 
and the SERVICE ENVIRONMENT. 
 
3. IDENTIFY needs. 
 
4. ASSESS the importance of the needs. 
Describe 
PROBLEMS. 
 
Describe 
SOLUTIONS. 
5. COMMUNICATE results. 
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According to McKillip (1987: 8), the first step in need analysis is to recognise the 
users and uses of the analysis.  The assessment should focus on all parties who 
are affected by the research, and focus especially on the users of the analysis, 
who will act in terms of the report.  The audiences, who may be affected but may 
choose not to act, must also be considered. Furthermore, McKillip (1987: 8) 
explains that, if the uses of the need analysis are known, it will assist in 
identifying problems and possible solutions to these problems. 
 
Describing the target population and the current service environment constitutes 
the second step in need analysis.  The distance between target populations and 
how goods are transported to their destinations must be considered. The 
characteristics of the communities for which the product is intended, specifics of 
who qualifies for the product or service, and the ability to deliver the necessary 
service must also be investigated (McKillip, 1987: 8).   
 
The third step of need analysis constitutes the identification of needs.  In this 
phase of the analysis, problems as well as solutions to these problems must be 
considered.  McKillip (1987: 9) contends that identification should include 
information about possible consequences, the impact currently and in the future, 
as well as the effects and costs of solutions.  
 
Once the third step of the need analysis has been completed, the assessment 
will ask key questions about applicable needs.  Questions must be asked 
regarding importance, relevance, as well as how different needs displays should 
be understood and linked. 
 
The fifth and final step in a need analysis involves the communication of the 
results of the first four steps to the appropriate parties, such as decision makers 
and  users.   This  step  is  a  vital  part  of  the  need  analysis  and  the  value  of  
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creating an understanding of the relevant needs must not be underestimated 
(McKillip, 1987: 9).   
2.2.3 A three-phase plan for analysing need 
 
The data gathered from the need assessment is primarily used for setting 
priorities, allocating resources and for developing new programs or services to 
meet users’ needs.  Table 2.1 summarises a general plan for assessing needs, 
as well as how this plan can be divided into three phases (Witkin & Altschuld, 
1995: 14).  
 
TABLE 2.1: THREE-PHASE PLAN FOR NEED ASSESSMENT 
 
PHASE 1 
Pre-assessment 
(exploration) 
→ 
 
PHASE 2 
Assessment 
(data gathering) 
→ 
 
PHASE 3 
Post-assessment 
(utilisation) 
→ 
 
- Set up management plan for 
NA 
 
- Define general purpose of 
the NA 
 
- Identify major need areas 
and/or issues 
 
 
- Identify existing information 
regarding need areas 
 
 
 
- Determine: 
o Data to collect 
o Sources 
o Methods 
o Potential uses of data 
 
- Outcomes:   
    Preliminary plan for Phase 2      
    and 3, and plan for evolution  
    of the NA 
 
- Determine context, scope 
and boundaries of the NA 
 
- Gather data on needs 
 
 
- Set preliminary priorities on 
needs – Level 1 [Service 
Receivers] 
 
- Perform causal analyses at 
Levels 1 [Service Receivers], 
2 [Service Providers], and 3 
[System Resources] 
 
-  Analyse and synthesise all  
   data 
 
 
 
 
-  Outcomes:  
   Criteria for action based 
   on high-priority needs 
 
 
- Set priorities on needs at all 
applicable levels 
 
- Consider alternative 
solutions 
 
- Develop action plan to 
implement solutions 
 
 
- Evaluate the NA 
 
 
 
 
- Communicate results 
 
 
 
 
 
- Outcomes:  
    Action plan(s), written  
    and oral briefings, and  
    reports 
Source: Witkin and Altschuld (1995: 15) 
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According to Witkin and Altschuld (1995: 14), phase one is the pre-assessment 
or exploratory phase. Its purpose is to find out what is already known about the 
needs in the system, as well as to discover problems and key areas of concern. 
Another goal is to establish the focus, intention, as well as system limitations of 
the need assessment.  Possible sources of information, how the data will be 
used, as well as the types of decisions that will be made on the basis of the 
findings, are determined in this phase.  A design and management plan for phase 
two is also concluded.  
 
Once the design and management plan in phase one is finalised, the next phase 
can begin.  In this stage, data is gathered, main concerns determined, and 
reasons for the needs in all phases analysed (Witkin & Altschuld, 1995: 14).   
 
When the data in phase two has been analysed, the post-assessment phase can 
take place.  In this phase, the principal task is to determine the main focus and 
standards for solutions. In addition, different solutions are considered and action 
plans prepared for possible program changes.  Information will be communicated 
to decision makers and other stakeholders regarding the need assessment 
design, the end result, as well as recommendations for action (Witkin & Altschuld, 
1995: 14).  
2.2.4 Context of need analysis 
 
In addition to the planning of a need analysis, its context is also important, as a 
need analysis is largely determined by this context.  In an organisational context, 
need assessment takes place in a circular or iterative program planning or 
evaluation cycle.  Figure 2.3 illustrates the major stages of this cycle, including 
program-planning, implementation, formative evaluation, revisions and 
summative evaluation.  In this circular relationship, the assessment of the results 
of programs, and whether these results are sufficient to meet needs, leads to a 
new phase of need assessment and planning (Witkin & Altschuld, 1995: 16). 
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FIGURE 2.3: NEED ASSESSMENT IN AN ITERATIVE PROGRAM PLANNING- 
                      EVALUATION CYCLE 
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2.2.5 Planning and conducting need analysis 
 
When planning a need assessment, its context must be considered as the 
circumstances of each assessment can differ.  Therefore, assessments are 
planned, and continually monitored and evaluated.  To be successful, need 
assessments also have to take into account the following key factors: 
 
•  value and need for broad-based input by stakeholders 
•  most suitable means of attaining data, including data regarding critical issues 
•  intrinsic values of the group under evaluation 
• process that demands participation from the partaking group 
• political factors that are present must be considered 
• data-gathering processes are an important aspect of a need assessment, but 
not the whole. 
 
While needs are defined by a contrast between current conditions (what is) to 
future conditions (what should be), recognising and managing current needs 
provide an integral platform for strategically planning for the future.  Strategic 
planning requires that an organisation reviews, in an in-depth manner, itself and 
the people and groups by which it is influenced.  In a flexible strategic 
organisational plan, external forces such as opportunities, threats, and 
constraints, are continuously monitored.  Simultaneously, internal processes 
such as strengths and weaknesses of the organisation can be analysed or, if 
necessary, altered.  Figure 2.4 presents an overview of this strategic planning 
process,  where the concept of need is displayed (Witkin & Altschuld, 1995: 211).  
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FIGURE 2.4: OVERVIEW OF A STRATEGIC PLANNING PROCESS 
 
Current              Internal           External             Future 
            situation  screens         screens     situation 
 
 
 
 
Source:  Witkin and Altschuld   (1995: 212) 
 
2.3 IMPORTATION OF MEAT PRODUCTS 
 
This section discusses facets impacting on the importation of meat products.  
There are various definitions regarding what constitutes a meat product.  Within 
these boundaries, the Department of Agriculture and the Department of Health in 
South Africa also has restrictions concerning what defines a fresh meat product 
and a processed meat product.  Therefore, this section describes PICK salami a 
meat  product  and  discusses  the  debatable nature of what can be defined as a  
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meat product as well as the regulations and restrictions regarding meat 
importation. 
2.3.1 What is PICK salami?  
 
PICK Salami is a pork-product.  The animals from which it is produced are large, 
and are bred according to strict rules.  Through a unique method of processing, 
the meat tissue is protected, whilst the flavour is enhanced. Although the meat is 
also spiced according to a secret recipe, care is taken that no artificial ingredients 
are used in the product (PICK Szeged Zrt., 2009a). 
 
PICK salami is processed in a natural manner, using a smoking process that 
takes two weeks.  The wood used for this process is carefully chosen and dried 
for one year before use.  Smoking the meat is what causes the salami’s colour to 
change to scarlet, while small white moulds develop during the 100-day 
maturation of the product.  These white moulds that form outside the product is 
PICK salami’s trademark. The important point is that, this meat product is 
approved by the European Union (EU) and trade mark protected. Furthermore, 
the use of the ISO 9001:2000 quality-management system ensures that quality is 
consistently maintained, while their food-safety controlling system is based on the 
internationally approved HACCP system (PICK Szeged Zrt, 2009a; Kovács, 
2006; Kovács, 2009b ).  Figure 2.5 illustrates an image of PICK salami.   
 
FIGURE 2.5: IMAGE OF PICK SALAMI 
 
 
 
Source: PICK Szeged Zrt. (2009b)  
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2.3.2 What can be defined as meat? 
 
Hui, Nip and Roger (2001: 2) define meat “in the broadest sense”, as “the edible 
postmortem component originating from live animals”.  Another definition is given 
by Lawrie (1998: 1), who describes meat as animal flesh which can be consumed 
as food.    
 
The definition of meat is more complex, however, when defined for importation 
and legal purposes.  Lewis (2008), State Veterinarian of the South African 
Department of Agriculture, explains that meat refers to those parts of a 
slaughtered animal which are ordinarily intended for human and animal 
consumption and which have not undergone any processing other than de-
boning, cutting up, mincing, cooling or freezing, and includes meat which: 
 
a) has been treated with a substance that does not substantially alter 
 the original characteristics thereof 
b) assumes its original characteristics after a substance referred to in  
 paragraph (a) has been removed 
 
Lewis (2008), however, argues that salami does not fall in this category, as she 
considers it to be a processed meat.  Still, importing restrictions are relevant to 
this product type, and, therefore, applications to import salami are usually 
evaluated on an individual basis. In addition, the South African Department of 
Agriculture reserves the right to categorise a product as a meat or processed 
meat product. 
 
Once the goods are imported to South Africa, the Department of Health also 
checks the product.  They verify aspects of the food such as additives and 
labelling.   Campbell (2008) from the Department of Health in South Africa 
concurs with Lewis (2008), stating that salami is a processed meat product.  
Details  regarding  these  communications  can  be  found  in  Annexure C and D.  
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Debatable nature of meat definitions 
 
Definitions of meat are debatable and depend on the person or institution 
involved in the classification.  In terms of the official documentation received from 
the South African Department of Agriculture as well as the Department of Health, 
the general perspective is that PICK salami is a processed product.  However, 
Lewis (2008) from the South African Department of Agriculture states: 
 
Salami would not fall under this definition [of meat] but restrictions are in 
place based on the Animal Diseases Act.  [They] therefore evaluate 
applications for the import of salami (or any other ‘processed’ meat 
products) on an individual basis.  
 
This implies that the Department of Agriculture has the right to classify the 
product as a meat or processed meat product, depending on their own 
parameters. 
2.3.3 Restrictions regarding importation of animal products 
 
There are various restrictions placed on imported meat products.  The difficulty 
with regards to the importation of salami is that, according to the South African 
Department of Agriculture, it is not generally considered by them to be a meat 
product (Lewis, 2008).  The restrictions upon a product such as PICK salami are, 
therefore, dependent on a variety of factors, as discussed below. 
 
Health and safety requirements 
 
The importation of animal products is based on the Animal Diseases Act (Act 35 
of 1984) and the Meat Safety Act (Act 40 of 2000).  As salami does not 
technically fulfil the definition of a meat product according to the Meat Safety Act,  
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the decision to allow the importation of salami is usually based on factors 
including: 
• country of export 
• disease status of that country 
• whether any other products are already imported from that country and what 
these products are 
• what the applicant wants to import 
• product processing (such as curing time).  
 
Legal Procedure regarding Importing  
 
The following procedure must be followed when importing an animal product into 
South Africa according to a top South African importer and distributor of Italian 
foods, Rialto Foods ( Julie, 2008): 
 
• apply for an Import Permit from the Department of Agriculture 
• send a copy of this Import Permit to the exporter or supplier 
• complete a health certificate (by supplier’s veterinarian) 
• make sure that all legalities have been met  
• send to the importer all the  original documents and  supporting documents 
• submit all documents  to customs in South Africa, who holds the cargo until 
the State Veterinarian clears and releases it. (See Annexure E for complete 
communication.) 
 
There are various legalities and procedures to be followed if PICK is to be 
imported to South Africa.  However, before the product is imported, the target 
market must be established and the next section discusses the process of target 
market selection.  
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2.4. TARGET MARKET SELECTION  
A vital step in developing a global expansion strategy is the selection of possible 
target markets (Kotabe & Helsen, 2008: 284).  Moutinho and Chien (2008: 277) 
state that organisations adopt various different approaches to select their target 
markets.  Figure 2.6 illustrates a detailed target market approach. 
 
FIGURE 2.6: A LOGICAL FLOWCHART OF AN ENTRY-DECISION PROCESS 
 
Source: Root (1994 in Kotabe & Helsen, 2008: 285)  
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Fifield (2007: 165) believes that globalisation has changed the nature of 
competition.  The last two decades have provided companies with greater 
international access to markets and this trend has created more opportunities for 
companies, even in distant places. Therefore, to find market opportunities for a 
specific product or service, an international marketer generally starts by 
investigating the possibilities in many potential countries.  Countries from this 
pool are then systematically eliminated with an initial screening.  This process 
aims to reduce the chances of disregarding countries with possible opportunities, 
while not spending unnecessary time on countries that lack opportunities.  The 
selected countries are then further analysed to ascertain the final set of target 
countries (Kotabe & Helsen, 2008: 284).  This exercise enables the company to 
place a product or service in countries with optimal market environments.  
Simpson (in Hoffman et al, 2005: 242) interprets the target-market selection 
process as the selection of a potential market and the process of segmenting, 
analysing and profiling it.  The goal here is to optimally target this market with a 
correctly tailored marketing mix.  This is a non-stop, ongoing process as markets 
are dynamic and continuously changing.  This process contains eight interrelated 
tasks, listed in Figure 2.7 below. 
 
FIGURE 2.7: TARGET-MARKET SELECTION PROCESS 
 
Source: Burger (2009: 30)  
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The following interrelated tasks, in addition to those listed in Figure 2.7 and 
illustrated in Figure 2.8, ensure that an organisation is placed into an optimum-
market position: 
• market segmentation – deciding how to divide the market into distinct groups 
according to various criteria or characteristics 
• target marketing – deciding on which specific group of customers a firm  
should direct its focus and marketing efforts 
• positioning – showing customers how the product is different from existing 
and potential rival products.  (See section 2.4.3 Positioning for Differentiation 
discussion.) 
FIGURE 2.8: STEPS IN MARKET SEGMENTATION, TARGETING AND POSITIONING 
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Source: Kotler and Armstrong (2008: 185) 
The market segmentation, targeting and positioning steps are further discussed 
below.   
2.4.1 Market segmentation  
 
This section aims to define market segmentation and outline how a target market 
may be divided into homogenous sub-sets of groups.  Factors on which market 
segmentation  are  dependent  and  various  approaches  to segmentation will be  
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discussed, after which some of the criteria and core bases of segmentation, as 
well as levels of market segments, will be reviewed.   
 
Fifield (2007: 164) is of the opinion that market segmentation is the premise of 
good marketing.  Markets must be divided into segments, as the concept of the 
mass market no longer applies.  This strategy of market-segmentation is what 
Fifield (2007: 164) calls a “must-have tool” in all companies, as it will ensure that 
they can compete successfully with their rivals.  Indeed, it is the understanding of 
the various needs within a market that ensures the correct customer focus that 
will enable companies to remain significant in their chosen market.   
 
Market segmentation is a perfect tool through which to attain this customer-focus 
because it is the process of grouping individuals, groups or companies within the 
market, based on homogeneous characteristics (Hoffman et al, 2005: 16).  This 
is achieved by taking a heterogeneous market and dividing it into homogeneous 
sub-markets according to various sets of needs.  This process helps 
organisations to centre marketing efforts in a more narrowly-defined market. 
Kotler and Armstrong (2008: 184) expand on this definition by pointing out that 
marketing segmentation also divides the market into smaller groups of buyers 
who may have different needs and characteristics.  Therefore, it necessitates 
different product or marketing approaches.  
 
The aim of target-market selection is to profile a potential target audience by 
drawing a picture of a typical person and describing that person in terms of 
various criteria. To profile an audience and successfully segment the market, the 
retailer or supplier may ask the following questions:   
 
• Is the market identifiable? Who will buy the product according to 
segmentation bases and methods? 
• Can this group be measured?  
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• Is the demand substantial enough to justify the business? 
• Can the product reach the customer, for example, through a retail chain?  Is 
the market accessible? 
• Will the potential customer respond to advertising and purchase the product?  
 
These questions are illustrated in Figure 2.9. 
FIGURE 2.9: CRITERIA FOR SUCCESSFUL SEGMENTATION  
 
Source: Burger (2009: 34)  
 
Not only does market segmentation lead to the acknowledgement of a variety of 
groups within a market, but Fifield (2007: 164) explains that the segmentation-
process itself is also dependent on various factors, including the: 
 
• complexity of the composition of the target market  
• intensity of competitiveness between rivals in the market 
• phase in which the company, product or service finds itself, as well as that of   
the industry 
• development of the strategies employed by the company and its 
understanding of the differences between the needs of various consumer-
segments  
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• company’s capacity to change their strategies within their market-segments 
• capability of the company to execute marketing plans strategically and to 
various segments simultaneously. 
 
There are also various approaches to segmentation.  Kotler (in Langlands, 2005: 
35) believes that a needs-based approach to market segmentation is most viable 
and suggests that the following steps are taken in the segmentation process: 
 
• needs-based segmentation - customers with similar needs and requirements 
for products or services are grouped together and a specific need met     
• segment identification - for each needs-based grouping of customers, one 
must identify the “demographics, lifestyles and usage behaviours” that 
separates this groups from others and makes the market segment actionable   
• segment attractiveness - determine the general appeal of each group by 
testing it to criteria such as potential growth in the market, competition within 
the market and access to the market  
• segment profitability - ascertain the commercial viability of the segment  
• segment positioning - for each group create a “value proposition” and 
“product-price positioning strategy”, which is based on the features and needs 
of the specific group 
• segment “Acid Test” - develop “segment story boards” to test the appeal of 
each positioning tactic   
• marketing mix strategy - develop the positioning tactics to include all features 
of the marketing mix.  
 
Some of the above steps, such as segment identification, also introduce the 
marketer to another aspect that must be considered in the segmentation process.  
These are the various core bases that must be determined for segmentation to 
take  place  successfully.  The  bases  can  be  divided  into: demographic,  which  
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divides the market into groups based on characteristics such as age and income; 
geographic, which divides the market into segments based on where it is located; 
and psychographic or lifestyle, which divides consumers into groups according to 
characteristics such as values and lifestyle.  The next core bases are: benefits-
sought, which determines segments according to specific preferences; situation, 
which divides consumers according to various situations such as time and mood; 
and behaviour or usage segmentation, which divides the market according to 
features such as consumption patterns of the users Simpson  (in Hoffman et al, 
2005: 246).  These bases are detailed in Figure 2.10 below: 
 
FIGURE 2.10: BASES FOR SEGMENTING MARKETS 
 
________________________________________________________________
SEGMENTATION VARIABLES 
 
________________________________________________________________________________________________
Demographic segmentation 
• Age 
• Income 
• Family life cycle 
• Family size 
• Religion 
• Race  
• Nationality 
 
Geographic Segmentation 
• Country  
• Region 
• State 
• City 
• Neighbourhood 
• Rural 
• Urban 
 
Psychographic or Lifestyle 
Segmentation 
• Values 
• Motives 
• Lifestyle 
 
Benefits-Sought Segmentation 
• Preferences for specific 
characteristics of products 
 
Situational Segmentation 
• Physical surroundings 
• Social surroundings 
• Time allotted for purchase 
• Reason for purchase 
• Purchaser’s mood 
 
Behaviour or Usage Segmentation 
• Degree of loyalty 
• Consumption pattern 
• Heavy, medium, or light user 
 
 
 
 
 
 
 
• Self-concept 
______________________________________________________________________
Source: Simpson (in Hoffman et al, 2005: 246) 
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In addition to grouping the market into various homogenous sub-markets and 
determining their core bases, markets can also be segmented into various levels 
which require different approaches from marketers.  In order to get the correct 
marketing mix, it is beneficial to marketers to ascertain the level of the market 
segment that they target.  These levels can include: mass markets, in which a 
single product is made available to many buyers and standard marketing is used; 
niche markets, which focus on buyers with specific unmet needs; micro markets, 
which focus on local or neighbourhood customers; and individuals, who require 
one-on-one marketing (Burger, 2009).  These market segment levels are 
illustrated in the Figure 2.11. 
 
 
FIGURE 2.11: OPTION FOR THE SIZE OF MARKET SEGMENT RANGE 
 
 
 
Source: Burger (2009: 13) 
 
 
Market segmentation is a detailed process, with many facets that must be 
considered.  However, if done correctly, it should create generous opportunities 
for  companies  to  sell  their  product  or  service  to  their  specific target market. 
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2.4.2 Target marketing  
 
Once the market segment has been selected, targeted marketing can begin to 
take place.  
 
According to Hoffman et al (2005: 236), target marketing is a process in which an 
organisation focuses its marketing efforts towards a particular category/specific 
group of customers.  A specialised marketing mix is matched to the needs of this 
specific group of people.  Fifield (2007: 167) postulates that even though splitting 
an organisation’s marketing focus may be more costly, it will also ensure a more 
appropriate and individual marketing mix.  The organisation will also enjoy the 
benefits of:  
 
• improved penetration of the targeted group as the product or service is more 
appropriate to the consumers  
• increased volume of sales as the product or service is personalised for the 
consumer and, therefore, more applicable to the segment than a generic 
product or service might be 
• higher/premium prices because of the perceived superiority of value to the 
customer. 
 
The consequence of these three benefits would be that additional costs owing  to 
the targeted split would be covered and greater profits made.  
 
Kotler and Armstrong (2008: 185) concur with Hoffman et al (2005: 236) 
regarding the definition of target marketing.  They add that target marketing is an 
assessment of each market segment’s appeal and the subsequent focus on one 
or more of these market segments.  According to Kotler (2000: 274, 275), once 
the different segments have been evaluated, the organisation can assess the five 
patterns of target market selection. These five patterns are:  
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1) single-market concentration – when a company concentrates on a single 
segment, often with a single product line.  By using focused marketing, the 
organisation gains knowledge of the chosen segment’s needs and has a 
strong presence in the market. In addition, financial savings are made by 
specialising the company’s production, distribution and promotion  
2) selective specialisation – a few suitable and appealing market segments are 
chosen.  These segments may or may not be linked, and the company’s goal 
is to make profit and to diversify risk 
3) product specialisation – one product is produced and sold to various market 
segments. The company can create a strong reputation in its chosen product 
area 
4) market specialisation – one customer group’s needs are satisfied through the 
manufacture of suitable products and  the company focuses its efforts on this 
market only 
5) full market coverage – one firm, which is usually large, attempts to serve 
many segments of the market with various products or services.  
These five patterns of target market selection are also presented in Figure 2.12. 
 
FIGURE 2.12: FIVE PATTERNS OF TARGET MARKET SELECTION 
 
 
Source: Kotler (2000: 274) 
 
Fifield (2007: 179) outlines three approaches of marketing to different consumer 
groups.  These are similar to Kotler’s (2000: 274, 275) five patterns of target 
market selection and comprise of: 
 Chapter Two – Literature Review 
41 
 
 
• undifferentiated marketing – the same offer is made to many segments of the 
market or even to the entire market  
• focused marketing – a specific offer is made to a single market segment   
• differentiated marketing – various offers are made to assorted segments of 
the market. 
 
These different approaches are illustrated in Figure 2.13. 
 
FIGURE 2.13: APPROACHES TO TARGET MARKETING TO SEGMENTS 
 
 
 
Source: Fifield (2007: 179) 
 
Furthermore, Simpson (in Hoffman et al, 2005: 242) draws attention to the fact 
that, in order to succeed in the long term, businesses must consider the 
advantages and disadvantages of dividing the market and focusing on specific 
target-markets. 
   
These advantages and disadvantages are summarised in Table 2.2.   
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TABLE 2.2: ADVANTAGES AND DISADVANTAGES OF TARGET MARKETING 
 
ADVANTAGES DISADVANTAGES 
 
    - Defines the market for further 
      analysis 
 
   - Allows creation of a customised 
      marketing mix 
 
   - Aids in assessing potential 
     demand 
 
   - Aids identification of competitors  
 
   - Increases sales effectiveness and 
     efficiency 
 
   - Aids in positioning products 
 
   - Aids identifying opportunities 
 
 
    - Increased costs 
 
    - Increased number of products 
 
    - Faux segmentation 
 
    - Amassing of personal data may    
      violate privacy 
 
    - May decrease brand loyalty 
 
    - Some practices considered  
       unethical 
 
    - Proliferates stereotyping 
 
 
Source: Hoffman et al (2005: 242) 
 
Many of these factors, for example, the company’s increased ability to identify 
untapped opportunities, could affect the company’s outlook on its current and 
prospective markets.  It may, therefore, be concluded that target marketing must 
be practiced with the above factors in mind if businesses are to successfully 
enter and remain in their chosen target market(s).  
 
In addition to targeting a specific sector of the market, the entry of a product or 
service in to the market must also be considered strategically.  There are three 
alternative market entry strategies available to companies when entering a 
specific target market (Langlands, 2005: 41), and timing as a strategic variable is 
used in all three.  The first strategy which is called the first-in strategy is to 
ensure that the relevant “company is the innovator and is the first to launch its 
product” in the targeted market (Langlands, 2005: 41).    Another strategic means 
to enter the market is through an early-entry strategy, in which a few competitors 
have entered the market before the relevant company.   This allows the company  
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to note any mistakes or problems encountered by competitors and correct these 
before entering the market themselves.  The third entry strategy is the laggard-
entry strategy, which means that the company enters the market once it has 
reached the end of its growth phase, or its maturity phase.    
 
Should a company decide that its target market exists in a foreign country, it 
must decide on the best way to enter this foreign market (Kotler & Armstrong, 
2008: 552, 553). The following choices are available for companies: exporting 
(indirect or direct), joint venturing (licensing, contract manufacturing, 
management contracting, or joint ownership), and direct investment (assembly 
facilities or manufacturing facilities).   
 
The three market entry strategies are illustrated in Figure 2.14. 
 
FIGURE 2.14 MARKET ENTRY STRATEGIES 
 
 
Source: Kotler and Armstrong (2008: 553)  
 
Figure 2.14 presents the notion that every subsequent approach involves 
additional commitment and risk, as well as additional control and potential profits. 
The easiest means to enter an overseas market is via exporting. Exporting is 
defined as entering an overseas market by selling products that have been made 
in the organisation’s country of origin,  often  with very few modifications (Kotler &  
 
EXPORTING 
Licensing 
Contract manufacturing 
Management contracting 
Joint ownership 
 
 
Indirect 
Direct 
 
JOINT VENTURING 
Assembly 
facilities 
Manufacturing 
facilities 
DIRECT 
INVESTMENT 
Amount of commitment, risk, control, and profit potential 
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Armstrong, 2008: 553). The two options for this strategy are indirect exporting 
(operating via autonomous international marketing intermediaries) or direct 
exporting (where the organisation conducts its own export, such as PICK Szeged 
Zrt). Direct export can be carried out by a company in a number of ways.  Firstly, 
an organisation can create a domestic export department which deals with the 
exportation. Alternatively, exporting can be done through a foreign sales branch 
which controls sales, distribution, and possibly promotion, and regularly acts as a 
display centre and customer service centre.  Thirdly, “home-based salespeople” 
can be sent overseas at specific times to discover new opportunities (Kotler & 
Armstrong, 2008: 553). Lastly, an organisation can use foreign-based distributors 
who purchase and own the products, or foreign-based agents who sell 
merchandise for the business (Kotler & Armstrong, 2008: 552, 553). 
 
A foreign market can also be entered through joint venturing. Joint venturing is 
when a company enters overseas markets by joining overseas companies to 
make or promote their merchandise or services. It is unlike exporting in that the 
organisation connects with the “host country partner to sell or market abroad” 
(Kotler & Armstrong, 2008: 553). It is also dissimilar to direct investment in that 
the organisation cooperates with someone in the overseas country.  The four 
different kinds of joint ventures are: licensing, contracts manufacturing, 
management contracting and joint ownership. Finally, the third method of 
entering a foreign market is through direct investment by creating assembly or 
production facilities overseas (Kotler & Armstrong, 2008: 552, 553, 554, 555).  
 
Target-market selection and a strategic entry into the chosen market(s) can put a 
company in a position where it is able to compete more successfully with its 
rivals in the market place. Once the target market has been selected and 
entered, a company can begin with the positioning-process. 
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2.4.3 Positioning 
 
Positioning is the perception of customers about a specific product, individually 
and in comparison to its rivals (Hoffman et al, 2005: 254).  The aim is to 
differentiate the product(s) so that the consumer will choose the company’s 
merchandise instead of the competitors’.  Drummond, Ensor and Ashford (2008: 
189) expand on this view by saying that consumers’ perception of the key 
characteristics of a brand or product determines how they position it in their mind 
in comparison to rivals.  In a similar fashion, Kotler and Armstrong (2008: 185) 
explain positioning as planning the marketing of a specific product in such a way 
that it has a unique and desirable place in the minds of target consumers 
compared to other brands.   A firm is able to create an increased awareness and 
perceived superiority of its brand if it can be the first to position itself in a unique 
manner to consumers (QuickMBA, 2007c).  Therefore, by differentiating the 
product from its rivals, a perceived superior customer value will be created for the 
target segment.   
 
Positioning is vitally important for any product and/or service.  Boyd and Walker 
(in Langlands, 2005: 43) argue that the success or failure of a specific product or 
service is affected by how it is seen to perform in comparison to those of rival 
companies, as well as the needs within the target market. 
 
Because it is such an important aspect of the marketing of a product or service, 
the positioning of a product must be done strategically.  The positioning strategy 
must be established in order to develop the correct marketing mix for a specific 
group of consumers successfully.  Simpson (in Hoffman et al, 2005: 254) 
proposes that, once the target market has been determined and the needs of this 
market identified, the most appropriate marketing mix for the target market can 
be decided.  Table 2.3 illustrates the marketing mix decisions and aspects of the 
four Ps (product, price, place, promotion). 
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TABLE 2.3: SUMMARY TABLE OF THE MARKETING MIX DECISIONS 
Product Price Place Promotion 
Functionality 
Appearance 
Quality 
Packaging 
Brand 
Warranty 
Service/Support 
List price 
Discounts 
Allowances 
Financing 
Leasing 
options 
Channel members 
Channel 
motivation 
Market coverage 
Locations 
Logistics 
Service levels 
Advertising 
Personal 
selling 
Public relations 
Message 
Media 
Budget 
 
Source: QuickMBA (2007e) 
 
On the other hand, Ries and Trout (2001: 5) argue that positioning should not be 
considered as a means to create a new perception in the minds of consumers.  
Rather, it should manipulate and refocus the ideas already embedded in 
consumers’ minds.   
 
On an international level, positioning is also vital.  Kotabe and Helsen (2008: 
237) state that, in international marketing, positioning means establishing a place 
in the consumers’ minds on a global scale.  Kotabe and Helsen (2008: 237) 
highlight six sequenced steps that apply to local and international positioning:  
• step one – determine what the rival products or brands are 
• step two – ascertain what consumer’s current perceptions are regarding the 
company’s product or brand as well as its rivals 
• step three – “develop possible positioning theme” 
• step four – determine what the positioning options are and choose the ideal 
option 
• step five – create a marketing mix strategy that is appropriate to the selected 
positioning strategy  
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• step six – scrutinise the success of the positioning strategy over a period of 
time.  Should the strategy be unsuccessful, ascertain whether the causes are 
related to how the strategy has been carried out, or whether the strategy itself 
should be altered. 
 
Discussing global positioning strategies, Kotabe and Helsen (2008: 237) express 
the opinion that the target market greatly influences the positioning of a product.  
In the case of a global market, it should be asked whether and to what extent a 
consistent positioning strategy can be utilised.  When targeting a homogenous 
segment, companies must ascertain whether they should alter their positioning 
according to individual markets, or use the same positioning internationally.  
Should the consumers be similar, have the same consumption patterns and 
share core values, a uniform positioning strategy may be used.  Through the use 
of a common-positioning theme, the company ensures a consistent brand image 
on a global scale.  It may be argued that the consistency of a brand’s image is 
even more important in the case of globally-visible brands such as PICK.  
However, should various segments be targeted “on a country by country basis”, 
positioning appeals are generally tailored to each segment (Kotabe and Helsen, 
2008: 237).  Figure 2.15 depicts the various strategic positioning options.  
 
FIGURE 2.15: GLOBAL POSITIONING AND SEGMENTATION STRATEGIES 
Universal  Different 
     Segment  Segments 
(Case-by-case) 
 
 
1 
 
 
2 
 
3 
 
 
4 
Source: Kotabe and Helsen (2008: 238) 
 
Uniform 
Positioning 
Strategy 
 
Different 
Positioning 
Strategies 
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There are many positioning strategies available to organisations.  The positioning 
strategy must ascertain the goal of the company and the means to achieve this 
goal.  In order to do so, Hoffman et al (2005: 256) suggest that the product must 
be positioned according to one or more of the following bases:  
 
• product attributes – the product may be associated with one or more 
characteristic or benefit 
• price/quality – the product may be positioned by means of its price and/or 
quality.  A high price is often associated with a high quality, and a low price 
with low quality   
• product usage – the specific use of the product can be used as a means to 
position it   
• product user – a product can be associated with its user or group of users   
• product class – by positioning the product against another kind of product or 
class of product, comparative value is created for consumers  
• competition – a product can be positioned by comparing it to rival products 
• symbol – a symbol can be used to solidify the image of a brand or product in 
the minds of consumers in the long term. 
 
The various positioning bases are presented in Figure 2.16. 
 
FIGURE 2.16: POSITIONING BASES 
 
 
 
Source: Burger (2009: 80) 
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Jobber (in Drummond et al, 2008: 190) draws attention to four factors that can 
lead to success when positioning a brand of product.  These factors include: 
 
• credibility – consumers must be able to believe the qualities associated with 
the product or brand 
• competitiveness – consumers must believe that they will receive benefits from 
the company’s product that they would not receive from rival brands 
• consistency – message to consumers must remain consistent 
• clarity –  chosen positioning statement must generate a clear and unique 
position for the brand or product than rival companies’ messages.  
 
The first step in selecting an appropriate market position is to identify the make-
up of the market (Langlands, 2005: 44).  As a part of this phase, Wilson et al (in 
Langlands, 2005: 44) recommends assessing the placement of the product in 
comparison to rivals as this will enable marketers to recognise areas in which 
there are opportunities for marketing. Drummond et al (2008: 191) concur with 
Wilson et al (in Langlands, 2005: 44) that by mapping consumers’ perceptions 
regarding a product or brand, a company can clearly identify its current position 
in relation to rivals.  Such a perceptual map would be based on two axes which 
illustrate specific qualities of the market.  The qualities are determined by doing 
market research and identifying consumers’ notions of important aspects of the 
market.  These factors may include factors such as price and quality; for 
example, in the case of PICK salami (see Figure 2.17).  
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FIGURE 2.17: PERCEPTUAL MAPPING – PICK SALAMI 
 
 
 
Source: Adapted from Burger. (2009: 81) 
 
2.5 OVERVIEW MARKETING STRATEGIES  
 
Although there are various aspects to consider with regards to marketing 
strategies and attaining growth for organisations, this section discusses the   
Product life-cycle, Boston Consulting Group matrix, and the Ansoff Matrix. 
2.5.1 Product life-cycle 
 
Products do not have a consistent life-cycle.  The phases in the life-cycle of 
products range from the introduction stage to the growth, maturity, and decline 
stages.  The changes in stages are linked with changes in the marketing 
scenario which affect the marketing strategy and mix (QuickMBA, 2007d). The 
graph in Figure 2.18 indicates how the returns and profits of a product may be 
plotted as a part of the life-cycle phases. 
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FIGURE 2.18: PRODUCT LIFE-CYCLE DIAGRAM     
 
 
Source: QuickMBA (2007d) 
2.5.1.1 Introduction Stage 
 
The first stage in the product life-cycle is the introduction stage.  According to 
Jobber (in Dayan, 2004: 60), this stage is typified by low sales growth and 
potentially also losses owing to development and promotional expenses.  During 
this stage, the speed at which the product is accepted in the market is monitored 
closely.  
 
During the initial stage, namely, the introduction stage, the organisation focuses 
on building awareness of the product and developing a market for the product.  
According to QuickMBA (2007d)
 
, the marketing mix is affected in the following 
ways:  
• 
• 
branding and quality of the product, as well as the intellectual property 
associated with the product, is established 
• 
pricing of the product may be low-penetration pricing, which will build at a fast 
rate, or high-skim pricing  to reclaim the costs of development 
• 
selective distribution will take place until such time that consumers accept the 
product 
product is promoted amongst innovators and early adopters and  marketers 
focus on product awareness and education. 
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It may be argued that high-skim pricing would be an appropriate means of 
marketing PICK salami, as it is an exclusive product.  In addition, should PICK 
become associated with a specific supermarket such as SPAR Group Limited, a 
selective distribution approach would be most suitable.  
 
2.5.1.2 Growth Stage 
 
The second stage in the life-cycle of a product is the growth stage (Jobber in 
Dayan, 2004: 60).  Although this phase is defined by a growth in sales and profit 
owing to accelerated market acceptance, during the final part of this phase, 
profits may begin to decline.  
During this stage, organisations may seek to increase their market share and 
build brand preference (QuickMBA, 2007d)
 
, while: 
• 
• 
product quality is maintained and supplemental features and services are 
added 
• 
price remains consistent while the demand increases 
• 
additional distribution channels are included owing  to the amplified demand 
and customer-acceptance 
product is promoted to a larger market. 
 
2.5.1.3 Maturity Stage 
 
The third stage of product life-cycle is the maturity stage (Jobber in Dayan, 2004: 
60) which is caused by a peak in sales and well-stabilised tactics.  This stage 
may be extended by focusing on product improvements, advertising and sales 
promotions and a resultant larger market share.  Brand building becomes more 
necessary in this phase, because the organisations with the strongest position in 
the market are most capable of standing firm against pressure on their profit 
margins.     
 
 Chapter Two – Literature Review 
53 
 
 
The sales-expansion experienced in previous phases begins to decrease in this 
phase as more rivals may enter the market. For QuickMBA (2007d), t
• 
he 
organisation focuses on keeping its market share as well as increasing profit, 
and:   
• 
focus on the features of the product may enable the organisation to 
differentiate its product from its rivals 
• 
new competition may lead to lower pricing 
• 
distribution is more intensive, while consumers are encouraged to choose the 
organisation’s product over rivals 
 
product differentiation is stressed through promotion. 
In the Hungarian market, PICK salami is currently in its maturity phase, and 
established leaders in their market.  Indeed, PICK salami presently possesses an 
80% market share in Hungary (Kovács, 2009a). 
 
2.5.1.4 Decline Stage 
The final stage in the process of positioning is the declining stage (Jobber in 
Dayan, 2004: 60), and this phase occurs when demand and, therefore, also 
sales and profits, decline.  Firms attempt to preserve or raise profits by cutting 
some distributors and suppliers from the distribution network.  According to 
QuickMBA (2007d)
• 
,  during this phase the organisation may choose to: 
• 
retain the product, while potentially updating its features and uses 
• 
offer the product to a smaller, niche segment of the market only and so 
recover costs; or 
 
terminate the production of the product, or sell it to an organisation which will 
maintain the production of the product. 
Table 2.4 illustrates the product life-cycle strategies.   
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TABLE 2.4: MARKETING STRATEGIES DURING PRODUCT LIFE-CYCLE 
 
Marketing 
Strategy 
 
PRODUCT LIFE-CYCLE STAGE 
 
Introduction Growth Maturity Decline 
 
Product 
Strategy 
 
Limited number of 
models and brands 
 
Expanded number of 
models and brands 
 
Large number of 
models and brands 
 
Elimination of 
unprofitable 
models and 
brands 
 
Price  
Strategy 
 
Prices are usually 
high to recover 
development costs 
 
Prices begin to fall 
toward end of growth 
stage as a result of 
competitive pressure 
 
Prices continue to 
fall 
 
Prices 
stabilise at 
relatively low 
level 
 
Promotion 
Strategy 
 
Develop product 
awareness; stimulate 
primary demand; use 
intensive personal 
selling; use samples 
for customers 
 
Stimulate selective 
demand; advertise 
brand aggressively 
 
Stimulate selective 
demand; advertise 
brands 
aggressively; 
promote heavily to 
retain dealers and 
consumers 
 
Phase out all 
promotion 
 
Place 
Strategy 
 
Distribution usually 
limited, depending on 
product; intensive 
efforts and high 
margins often 
needed to attract 
wholesalers and 
retailers 
 
Expanded number of 
dealers; intensive 
efforts to establish 
long-term relationship 
with wholesalers and 
retailers 
 
Extensive number 
of dealers; 
Margins declining; 
intensive effort to 
retain distributors 
and shelf space 
 
Unprofitable 
outlets 
phased out 
Source: Dayan (2004: 64) 
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2.5.2 Boston Consulting Group Matrix  
 
The product life-cycles also form the basis of the Boston Consulting Group Matrix 
(BCG).  This theory supports the notion that business prospects move through 
phases of introduction, growth, maturity and decline.  The BCG has also 
developed into a Portfolio Analysis, which is used by organisations to ensure a 
balanced portfolio (Burger, 2007: 19).  
 
As the BCG is often used by large organisations,   many large organisations, 
such as PICK Szeged Zrt, are divided into strategic business units (SBU). For 
Strategic Business Unit Defined (2009), a SBU in a larger organisation could be 
“a company division, a single product, or a complete product line.  In smaller 
organisations, it might be the entire company”.  As organisations must allocate 
resources among these units,   the BCG developed a growth-share matrix which 
can assist organisations with the task of managing various SBU.  This matrix 
shows the organisations’ units, as well as market share in comparison to rival 
organisations, on a graph of the market growth rate (QuickMBA, 2007b).  The 
Boston Consulting Group Matrix is depicted in Figure 2.19.  
FIGURE 2.19: BCG GROWTH-SHARE MATRIX  
    
Source: QuickMBA (2007b) 
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According to the BCG Growth-Share Matrix (QuickMBA, 2007b), resources are 
allocated to the organisation’s divisions or product line(s), depending on their 
placement on the grid, namely:   
 
• cash cow – this describes a division or product line of the organisation that 
has a large market share in a mature market.  Such divisions or products 
make profits that can be allocated to other business units in the organisation, 
while needing little investment.  PICK salami may be considered to be a cash 
cow in Hungary.  By introducing PICK salami to the South African market, 
their market share in this new market will be low, while the growth-potential 
will be high 
• star – describes a strategic business unit that is situated in a rapidly-growing 
industry and has a large share of the market.  These divisions or product lines 
are profitable, but also need financial outlay in order to sustain their lead in 
the market.  These units have the potential to become cash cows when their 
market or industry matures 
• question mark (or problem child) – divisions or product lines that are referred 
to as question marks have small market shares, but are situated in markets 
with high growth-rates.  The futures of units such as this are uncertain and 
they need resources to increase their market share.  The BCG matrix would 
identify PICK salami as a question mark in the South African market 
• dog – strategic business units that have small market shares, but are situated 
in mature industries, are referred to as dog units.  These do not need heavy 
financial resources, but they utilise capital that could be used in a more 
productive manner elsewhere.  If a dog-unit does not show great prospect for 
growth in its market share, it can be liquidated, unless it has a strategic 
purpose. 
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2.5.3 Ansoff Matrix 
 
In addition to the BCG matrix, the Ansoff Matrix also provides companies with 
valuable information regarding alternative corporate growth strategies.  Ansoff 
developed a matrix that focused on the firm’s present and potential products and 
markets (QuickMBA, 2007a).  Burger (2007: 25) believes that the Ansoff Matrix is 
a “simple but effective concept”.  By considering ways to grow the organisation 
by means of existing and new products, in existing and new markets, four 
possible product-market combinations can be considered.  These are illustrated 
in Figure 2.20. 
 
FIGURE 2.20: ANSOFF MATRIX 
  Existing Products New Products 
Existing 
Markets 
 
 
Market Penetration 
 
 
 
    Product Development    
 
New 
Markets 
 
 
    Market Development     
 
 
 
Diversification 
 
Source: QuickMBA (2007a) 
 
As shown above, there are various strategies that organisations can consider 
when attempting to grow in the marketplace. The Ansoff's Matrix presents four 
different growth strategies, including market penetration, market development, 
product development and diversification (QuickMBA, 2007a): 
 
• market penetration –  organisation attempts to grow its market share by 
means of existing products in its present market 
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• market development –  organisation seeks to grow its share in the market by 
introducing existing products to new market segments 
• product development –  organisation includes new products to its range, 
whilst still targeting its current market segments 
• diversification – organisation expands into new businesses by “creating new 
products for new markets”. 
 
The first strategy is the safest.  Market penetration builds on the organisation’s 
current resources and capacity.  In terms of this strategy, maintaining a market 
share in a growing market results in growth for the organisation.  There may also 
be prospects for the company to increase its market, should rivals reach the 
limits of their capacity.  When the market becomes saturated, this strategy has 
run its course and another means of increasing the company’s market share 
must be pursued (QuickMBA, 2007a). 
 
When using a market development strategy, organisations search for 
supplementary market segments (QuickMBA, 2007a).  Organisations with 
expertise in their products as opposed to a specific market segment can best use 
this strategy, which is more risky than a market-penetration strategy.    
 
Should an organisation’s strength be its consumers as opposed to its product, a 
product-development strategy might be appropriate to attain growth (QuickMBA, 
2007a).  In this strategy, a new product can be created for its existing market.  
This also, however, has more risk attached than attempting to increase market 
share. 
 
The strategy with the most risk is called diversification, which can be referred to 
as the “suicide cell” (QuickMBA, 2007a). This involves development of the 
product as well as the market, which may lie outside of the organisation’s field of 
expertise.  Organisations  choose  this  strategy  because,  in addition to the high  
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risk, there is also the potential for high returns.  It may also enable the company 
to gain some leverage in other, attractive markets or industries and so minimise 
business portfolio risk (QuickMBA, 2007a). 
 
According to the QuickMBA website (2007a), these strategies are used in an 
attempt to grow the organisation, and are shown by moving into additional 
segments of the matrix.  The growth strategies are shown in terms of Anshoff 
Horizontal product axis (the products that the organisation has) and vertical 
market axis (what products the organisation could have).  In Hungary, the growth 
strategy was a combination of market development and market penetration. In 
South Africa, PICK’s strategy will be market development as they will export 
PICK, thereby exposing an existing product to a new market.  
 
2.6 DISTRIBUTION CHANNELS 
 
Marketing channel/distribution channels have evolved into a dynamic part of the 
marketing mix (Stokes & Lomax, 2008: 358).  Distribution channels are defined 
as “network or organisation that creates time, place, and possession utilities”.  
These time, place and possession utilities “are conditions that enable consumers 
and business users to have products available for use when and where they 
want them and to actually take possession of them” (Hoffman et al, 2005: 352). 
In other words, marketing channels are controlled structures which can 
effectively breach the gaps between producers and the consumers. Therefore, 
the primary aim of this section is to identify and select the best possible option 
currently available for the selected meat product into South Africa. 
2.6.1 Distribution channel/Marketing channel structure 
 
Distribution is the process of getting the product from the point of production to 
the point of consumption.  For this to occur, a distribution network/channel 
structure   is   needed.    Bert   (in Hoffman et al, 2005: 353)   defines   channel  
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structures as “the form and shape that a marketing channel takes to perform the 
tasks necessary to make product available to consumers”.  In addition, he lists 
the following three dimensions of the distribution channel structure, namely: 
 
• length of the channel 
• intensity at various levels 
• types of intermediaries involved. 
2.6.2 Length of distribution channel/Marketing channel 
 
While the goal of marketing is to find consumers for a product or brand, the 
process would be incomplete if this brand does not reach its target market for 
consumption. Distribution is, therefore, the next important phase that must be 
investigated to ensure the success of a company’s product or service.  It involves 
the process of moving the product from the place of origin or production to the 
target market or place where it is consumed.  All products need to have a 
distribution channel for goods to reach the market for which they were intended 
(Jobber in Dayan, 2004: 120).     
 
The distribution channel has an important role to play in the marketing and 
delivery of products, as it is the means through which the goods are distributed to 
the consumers. There are industrial distribution channels, as well as distribution 
channels for consumer products. According to Hoffman et al (2005: 354), the 
factors that affect the length of the distribution channel are often consumer-
based.  These include the size of the market, where the consumers are located, 
and the consumers’ behaviour patterns.  Characteristics of the product, such as 
its size, weight, value, and, as in the case of PICK salami, perishability, can also 
affect the channel.  Lastly, the manufacturer itself affects the distribution channel, 
depending on factors such as size and financial capabilities.   
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According to Dayan (2004: 120), the four channels available to distribute 
consumer goods involve:  
 
1) direct selling between the producer and consumer:  In this way, additional 
costs, such as the agent or intermediary costs, are eliminated, leading to 
cheaper selling price of goods  
2)  the retailer in the distribution channel, and  in this way, consumers are 
exposed to the product at a retail outlet such as a supermarket 
3) both a wholesaler and a retailer in the distribution process.  This allows 
wholesalers (in this case SPAR Group Ltd.) to buy from the producer (namely 
PICK Szeged Zrt.) in large quantities and, in turn, sell in smaller quantities to 
retailers. The danger of this process is that large retailers could usurp the role 
of the wholesaler by buying directly from the producer   
4) an agent  in the distribution process.  An agent may be tasked by the 
producer to sell the product to wholesalers and/or retailers for a commission 
on sales and the producer owns the product until it is sold to the wholesaler or 
retailer.  This channel is often preferred by companies who enter foreign or 
new markets. 
 
Figure 2.21 provides an illustration of the traditional distribution choices which 
are available.   
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FIGURE 2.21: LENGTH OF CHANNEL STRUCTURE 
 
 
 
Source: Burger (2009: 7) 
 
According to Dayan (2004: 121), distribution channels are not only important 
because they ensure that the product reaches the consumer, but they  can be 
used to work in the product and consumer’s favour.  For example, certain 
retailers (such as SUPERSPAR, and selected SPAR and KWIKSPAR stores) are 
more accessible to some consumers than the producer (PICK Szeged Zrt.) might 
be.  This means that that product should be sold to the consumer via 
intermediaries (such as SPAR Group Ltd distribution centres).   
 
The number of intermediaries at the various levels of the marketing channels is 
referred to as the distribution-channel intensity.  Hoffman et al (2005: 354, 355) 
describe the distribution-channel intensity as: 
 
• intensive distribution – all available intermediaries at specific levels of the 
distribution are used and connected to the convenience goods’ distribution 
• selective distribution – fewer intermediaries are used and linked with the 
distribution of shopping goods. This is considered to be the ideal means of 
distribution for PICK salami 
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• exclusive distribution – one intermediary is used at a specific level of the 
channel. This intermediary is allotted a particular territory and associated with 
the distribution of specialty goods.  
 
The intensity of the channel structure is shown in Figure 2.22. 
 
FIGURE 2.22: INTENSITY OF CHANNEL STUCTURE 
 
 
 
Source: Burger (2009: 8) 
 
Stokes and Lomax (2008: 368) question both the advantages and disadvantages 
of the roles intermediaries play in an attempt to clarify why they are an important 
part of the distribution chain. The  advantages are described as  reduced 
investment, local knowledge (which can assist PICK Szeged Zrt.), economies of 
scale, transactional efficiency, as well as breaking bulk, which is   also important 
to PICK Szeged Zrt. 
 
The disadvantages are described as loss of contact with the marketplace, loss of 
control over marketing methods and effort, and less revenue per item sold 
(Stokes & Lomax 2008: 368).  These can also be possible risks for PICK Szeged 
Zrt. 
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In addition to the distribution networks available to producers, there are also 
various distribution strategies to take into an account.  Lamb (in Dayad, 2004: 
122) explains that a distribution strategy focuses on one or more specific market 
segments.  The strategy chosen depends on whether a broad or narrow market 
is the target market.  A distribution strategy is also chosen on the basis of 
characteristics of the product such as complexity, innovation and market 
segment or niche.  To choose and plan the best strategy for distribution, the 
organisation must begin by specifying the targeted market segment or niche, 
which must also be considered by PICK Szeged Zrt.  In addition, once the target 
market and the right distribution strategy are selected, the relationship between 
the producer and the channel member needs to be addressed.  It is vital that the 
marketing-channel management correctly trains distribution-channel members.  
Through this training, distribution members and other members of the sales team 
will gain more extensive product knowledge, which is essential when establishing 
a positive product and organisation image.  As a close relationship between the 
manufacturer and distribution team will ensure more ease and confidence when 
the products are sold,   it would be advisable to use a similar strategy in the case 
of importing PICK salami into South Africa (Dayan, 2004: 124).   
 
2.7 FOOD RETAILING IN SOUTH AFRICA 
 
There are various retail and distribution strategies available to South African 
supermarkets. Therefore, it is important to explain the background to the South 
African retail market and the changes that occur in this market before deciding 
how one might distribute a product such as PICK salami in South Africa.    
 
South Africa is a developing country, which, Haldenwang (in Louw, Jordaan, 
Ndanga & Kirsten, 2008: 287) proclaims is undergoing a phase of “rapid 
urbanisation”.  This tendency will intensify within the next twenty to thirty years, 
owing to the increase in global disposable income.  The trend of urbanisation and 
the increase in disposable income bodes well for the supermarket industry.  More  
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people with more income will have access to supermarkets as they are situated 
in cities and towns.  The World Bank and UN-Habitat (in Louw et al, 2008: 287) 
postulate that 59.8% of the South African population live in urban areas, a figure 
which could rise to 62.6% by the year 2030.  This makes South Africa a viable 
target market for national and international companies such as PICK Szeged Zrt.   
 
In addition, Louw et al (2008: 288) point out  that in the food sector, 
supermarkets have the potential to boom in a market in which “urbanisation, new 
consumption patterns and preferences for high quality… foods are emerging”.  
The growth in the middle class, combined with the urban market demand, leads 
to a greater need for processed as well as quality fresh food.  The trend of 
urbanisation also means that supermarkets’ market share has increased over 
less formal sectors of the food industry. Indeed, South Africa is a “first wave” 
country when it comes to the development of supermarkets in Africa (Louw et al, 
2008: 289).   
 
Although there are six major retail chains in South Africa, this study focuses on 
the four largest: Pick ‘n Pay, SPAR, Shoprite Checkers and Woolworths, as 
depicted in Table 2.5.    
 
TABLE 2.5: TREND IN MARKET SHARE OF MAJOR RSA SUPERMARKETS 
 
 
 
Source: Planet Retail (in Louw et al, 2008: 290). (Owing to subscriptions 
limitations, 2008/9 statistics are not available.) 
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As each retail chain targets a specific or niche market, SPAR and Pick ‘n Pay, for 
instance, target the growing middle class.  In addition, one of SPAR group’s 
corporate strategies is to focus on the particular needs of emerging customers. 
Woolworths, however, targets the high-income market, while Shoprite Checkers 
focuses on the lower-income market (Louw et al, 2008: 291, 300).    
 
The tendency in most of these retail stores is to buy their products from 
“established and larger producers” and preferred suppliers who have the 
necessary capital and capacity to fulfil the needs of the supermarkets (Louw et 
al, 2008: 288, 293).  Louw et al (2008: 291) illustrates that these supermarkets 
have a total market share of over 90% (see Table 2.6).  This trend should be 
beneficial to PICK, as a large, established market leader in Hungary.   
 
TABLE 2.6: SHARE OF MODERN GROCERY DISTRIBUTION IN RSA, 2007 
 
 
 
Source: Planet Retail (in Louw et al, 2008: 291). (Owing to subscriptions 
limitations, 2008/9 statistics are not available.) 
 
According to Madevu (in Louw et al, 2008: 293), the trend is that supermarkets 
are using less spot-market coordination and more tightly coordinated and 
vertically-linked supply chains.  There is also more use of market contracts, 
strategic alliances and franchises  in the product-exchange process.   Price is not  
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the only focus for retail chains any longer, as it is the overarching factor in open-
market transactions.  Contracts which define amounts, quality and standards are 
used as the “primary coordinating mechanism” in vertically-integrated 
supermarket supply chains (Louw et al, 2008: 294).  For example, in South 
Africa, supermarket chains’ distribution centres (SPAR, Shoprite, Pick ’n Pay) 
“centrally source and internally distribute” merchandise from contracted suppliers 
(Louw et al, 2008: 294). 
 
Lee and Billington (in Louw et al, 2008: 294), explain that South African 
supermarkets are following international trends and developing relationships with 
suppliers based on contracts.  This ensures more control over the inventory, 
quality and consistency of goods, as well as lowering transaction costs.  
Supermarkets can ensure better service to customers by using their distribution 
channels efficiently and so manage their inventory with more success.  Quality is 
another ever-increasing advantage to supermarkets in a highly-competitive 
market.   
 
Owing to the increased importance of food quality and safety standards, a 
reliable and cost-effective food supply chain is necessary.  Supermarkets in 
South Africa have developed systems based on the EureGAP system, which was 
created by the European retailer consortium.  Through this system, supermarkets 
are able to control the qualities and costs of food throughout the country (Louw et 
al, 2008: 295).  
 
2.8 CONCLUSION 
 
This chapter aimed to present an overview of the literature survey’s findings 
which focused on determining the factors which may affect the needs analysis 
and the selection of a distribution channel for an imported meat product in South 
Africa.   Influential factors included descriptions, contexts and planning of needs 
analysis,  as  well  as  a review  of  the  issues which influence  the importation of  
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meat products, such as restrictions and procedures that are in place in South 
Africa.   
 
The second part of the chapter discussed the value of segmenting a market, 
selecting a target market and positioning a product competitively.  Then reasons 
for choosing an appropriate marketing strategy and distribution channel before a 
product or service is introduced into a specific market were explored.  In this 
context, the South African food retailing industry was also discussed.    
 
Chapter three describes the research methodology and outlines the design of the 
study.  
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CHAPTER THREE    
RESEARCH DESIGN AND METHODOLOGY 
 
3.1 INTRODUCTION 
 
While chapter two focused on the literature review, this chapter’s primary 
objective is to demonstrate the appropriateness of the research method used for 
this study.  The strategies that were selected and applied were based on 
accepted research principles to investigate the primary and secondary 
objectives, as identified in chapter one, section 1.3.  For Collis and Hussey 
(2003: 1), the research design and -methodology, data-gathering tools, 
interviews and information analysis are all vital aspects of the overall research 
approach.  Therefore, the research approach selected needs to be “thorough and 
rigorous at all stages”, and executed “systematically” to present an “efficient”, 
“coherent and logical route” to a dependable outcome (Collis & Hussey, 2003: 1).      
 
This chapter describes the qualitative methodology that was selected and the 
reasons for its selection. It also provides more information on the interviews and 
the primary sources of the data generated.  
 
Lastly, the validity and reliability of the study is assessed to ensure that 
constraints in the research or methodology do not affect the significance of the 
research. 
 
3.2 RESEARCH PROCESS AND DESIGN 
 
Leedy and Ormrod (2005: 2) define research as “a systematic process of 
collecting, analyzing, and interpreting information (data) in order to increase our 
understanding of the phenomenon about which we are interested or concerned”.  
On  the  other  hand,  Collis  and  Hussey  (2003: 1)  argue  that  there  is  “no  
 
 Chapter Three – Research Design and Methodology 
70 
 
 
consensus in the literature on how [research] should be defined” as “research 
means different things to different people”.  However, Collis and Hussey (2003: 
1) agree on three common matters: that research is a “process of enquiry and 
investigation”; it is “systematic and methodical”; and it is essential to “increase 
knowledge” in both business and academic research projects.  Furthermore, 
Collis and Hussey (2003: 10, 13) explain that research can be classified 
according to its processes, which alludes to the way in which the data is gathered 
and analysed.  These approaches can be summarised as either qualitative or 
quantitative.  
 
Research projects generally have eight characteristics which Leedy and Ormrod, 
(2005: 2) identify as: 
 
• beginning with an inquiry or problem 
• needing a goal that is clearly expressed  
• requiring a detailed plan in order to proceed 
• generally making the problem more controllable by splitting the main problem 
into sub problems 
• being directed by the research problem, inquiry or hypothesis 
• accepting applicable critical theories 
• requiring that data is gathered and analysed in order to answer the problem 
or inquiry that led to the research 
• being  “by its nature, cyclical or, more exactly, helical”. 
 
The research cycle is complete once the question has been answered or the 
problem solved.  This is the final phase of the research process, which is 
illustrated in Figure 3.1: 
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FIGURE 3.1:  THE RESEARCH PROCESS 
 
 
 
Source: Adapted from Leedy and Ormrod (2005: 2-6)  
 
One of the most important phases in the research cycle is the planning and 
designing stage.  Once the research paradigm has been decided on and the 
research topic chosen, the exploration of the pertinent literature can begin (Collis 
& Hussey, 2003: 113).  At the same time, the research design can be 
determined.   
 
Vogt (in Collis &  Hussey, 2003: 113) describes research design as the “science 
(and art) of planning procedures for conducting studies so as to get the most 
valid findings”.   For Bickman and Rog (2009: 11), the research design is the 
“architectural blueprint” of a research project as it   links “design, data collection, 
and analysis activities  to  the research questions” and makes sure that the entire  
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articulated. 
 
3. Research is  
planned. 
 
4. Sub-problems are 
formulated. 
5. research problem, question 
and  hypotheses are formed. 
 
6. Critical assumptions 
are accepted. 
 
8. Conclusions are reached 
and recommendations made. 
7. Data is collected 
and analysed. 
 
  
 
1. Question is asked or 
problem stated. 
 
Research is a cyclical process 
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research agenda is focused.  In the design stage, various activities need to occur 
at the same time.  These include: choosing a design; selecting various means of 
data collection; documenting resources; evaluating the viability of implementing 
the suggested approach; and establishing trade-offs. 
 
There are many aspects to research which influence the design and components 
of a study.  In the case of a qualitative study such as this research, it is important 
to note the relationships between the components of the study, which include 
goals, the conceptual framework, the research questions, methods and validity.  
Bickman and Rog (2009: 216) also describe the study’s components as: 
 
• goals – why is the study important?  What issues will need to be addressed? 
• conceptual framework – what are the “theories, beliefs, and prior research 
findings” that will direct the research?  What information will need to be drawn 
on to understand the issues or people researched? 
• research questions – what questions will need to be answered  through the 
research?  
• methods – how will  the data be collected and interpreted ? 
• validity – how will  results and conclusions be tested ? Why should findings be 
trusted by others?  
 
Each research component influences the logic of the study as well as other 
components, leading to an interactive research design.  These components also 
interact with one another in various ways,   for example, if a study aims to enable 
participants to conduct their own research, this will influence the methods used in 
the study.  Simultaneously, the methods used in the study will restrict the 
researcher’s goals (Bickman & Rog, 2009: 217).  Figure 3.2 shows how various 
actions during research influence each another: 
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FIGURE 3.2:  AN INTERACTIVE MODEL OF RESEARCH DESIGN 
 
 
Source: Maxwell (2005 in Bickman & Rog, 2009: 217)   
 
The chosen research design has far-reaching consequences.  Not only does it 
have interactive components, but it addresses both the primary and secondary 
objectives of this qualitative study. 
3.2.1 Primary and secondary objectives  
 
As reflected in chapter one, the primary objective of this study was to conduct a 
need analysis of selected retailers to identify an appropriate distribution channel 
for an imported meat product in South Africa. 
 
The following four secondary objectives were proposed to resolve the primary 
objectives of the research study. These include: 
 
• Secondary objective one 
What issues need to be addressed by the exporter to land the product in South 
Africa? 
 
• Secondary objective two 
Who could be used as a potential retail distributor? 
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Conceptual 
Framework 
Research 
Questions 
 
Methods 
 
Goals 
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• Secondary objective three 
What criteria would a distribution channel member prescribe? 
 
• Secondary objective four 
Which aspects of the product do the retailers regard positively and which 
negatively? 
3.2.2 Primary objectives and secondary objectives resolution 
 
The primary objectives and secondary objectives were investigated through the 
examination and analysis of the findings as described in chapter four.  
3.2.3 Purpose of the research 
 
The purpose of a research-project focuses on why the study is conducted.  
According to Collis and Hussey (2003: 2), research has various purposes, such as: 
 
• to re-evaluate and combine already existing knowledge 
• to explore current circumstances or problems 
• to find one or more answers to a problem 
• to discover and investigate broader issues 
• to develop new processes 
• to clarify new trends 
• to create new knowledge 
• a mixture of the above. 
 
In addition to generating the reasons for the research, the purpose of a study can 
also be used to classify the research as descriptive, exploratory, predictive or 
analytical (Collis & Hussey, 2003: 10).  This research is classified as an explorative 
study.   
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An exploratory research design is described by Hair, Bush and Ortinau (2006: 
63) as research that concentrates on gathering primary or secondary data and 
applying an unstructured format or informal procedures to analyse this data.  
Collis and Hussey (2003: 10-11) aptly summarise the following attributes of 
exploratory research by positing that: 
 
• there are limited or no prior studies available which the researcher can 
consult for particulars about the issue or problem 
• the primary aim of the research is to search for “patterns, ideas or 
hypotheses”, rather than to investigate or verify a hypothesis 
• the intention is to learn more about and become familiar with the subject of an 
intensive investigation for further analysis in the future 
• the techniques used may include case studies, observations and historical 
analysis which can provide both quantitative and qualitative data  
• the research approach is generally broad and focused on collecting a large 
amount of information and “impressions” 
• while the exploratory research often does not supply researchers with final 
answers to problems or concerns, it does, however, provide a framework for 
possible future research.   
 
The goal of this exploratory research project is to identify the needs of selected 
retailers, mainly to identify an appropriate distribution channel for an imported 
meat product in South Africa. 
3.2.4 Use of the study 
 
The findings from this research can be used by PICK Szeged Zrt. as well as 
SPAR Group Limited’s executive management team as the study draws attention 
to an untapped need for high-quality salami, such as PICK in South Africa.  
Therefore,  this could  be  a viable business opportunity for PICK Szeged Zrt. and  
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SPAR Group Limited as it will benefit both companies and could lead to a 
promising future business venture between them. 
 
The possible benefits to Pick Szeged Zrt. of using South Africa as a distribution 
channel are similar to those described  to in chapter one (see 2.2  Distribution 
channels) as South Africa:  
 
• is an untapped market for PICK Szeged Zrt. 
• has the potential for PICK Szeged Zrt. to become a market leader 
• has no products of  similar quality 
• could be a gateway to additional new markets 
• 
• is an emerging market 
possesses well-developed financial, legal, communications and transport 
sectors 
• is hosting the FIFA World Cup in 2010, which will ensure international 
exposure. 
 
SPAR Group Limited will also gain from introducing PICK salami into the South 
African market.  Many of the benefits identified for PICK salami are similar to 
those outlined in chapter one (see section 1.5 / Findings) as    PICK salami: 
 
• has a 140-year  history 
• is EU approved and trade mark protected 
• is a unique product because of its history, quality and the way in which it is 
produced 
• has the potential to become a dominant product in South Africa 
• has a unique brand name that is recognised worldwide 
• is produced according to the ISO 9001:2000 quality-management system and 
the HACCP system 
• has a long shelf life of up to 90 days if the outer packaging is unopened  
• has exclusive packaging 
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• is healthy 
• has the potential to create jobs and thus improve the economy.  
 
Therefore, it can be argued that the introduction of this project may be extremely 
useful in the long-term for both PICK salami and the SPAR Group Limited. 
3.2.5 Unit of analysis 
 
This study was initially conducted with the four major South African supermarket 
chains, namely, SPAR Group Limited, Shoprite Checkers, Woolworths (Pty) 
limited and Pick ’n Pay Retailers (Pty) Limited.  The units of analysis for these 
supermarket chains are the situation “to which the variables or phenomena under 
study and the research problem refer, and about which data is collected and 
analysed” (Collis & Hussey, 2003: 121). Kervin (in Collis & Hussey, 2003: 121) 
also proposes that generally “it is best to select a unit of analysis at as low a level 
as possible. This should be at the level where decisions are made.” 
 
The ten respondents of the study are precisely at this decision-making level to 
ensure that viable and valuable information is gathered. The study’s respondents 
were carefully selected as interviewees for this research and included executive 
managers, store managers, regional buyers and one franchise owner from the 
four leading South African supermarket chains. As the interviewees hold senior 
positions in the selected companies, they provide viable data and are, therefore, 
reliable units of analysis for this study.  The two respondents from SPAR Group 
Limited are a regional buyer and a franchise owner respectively.  One of the two 
interviewees from Shoprite Checkers is a global executive manager and another 
is a regional buyer.  The four participants who were interviewed from Woolworths 
(Pty) limited, included the head of the customer-product development, new 
business and food services, the trading head of delicatessens, the deli-technical 
manager and  a  store  manager.   Lastly,  the  two  respondents from Pick ’n Pay  
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Retailers (Pty) Limited included a deli-general manager and a regional head of 
purchases.  The details of all the respondents are presented with their actual 
names in Table 4.1. 
 
3.3 SELECTING AN APPROPRIATE RESEARCH APPROACH 
 
According to Collis and Hussey (2003: 13), research can also be distinguished by 
examining the approach used by the researcher.  The research process can be 
described as either qualitative (phenomenological) or quantitative (positivistic), 
and this section explores these approaches and illustrates their distinctive 
characteristics.  Thereafter, the reasons for choosing the qualitative method for 
the present study are discussed.  
3.3.1 Research paradigms: Qualitative versus quantitative  
 
The two main research paradigms or philosophies are the positivistic and 
phenomenological. The acknowledged terms for the positivistic research 
paradigm are: quantitative, objectivist, scientific, experimentalist or traditionalist 
(Collis & Hussey, 2003: 47). In this study, the term quantitative is used. The 
positivistic paradigm searches for the facts or causes of social phenomena, 
without concern for the individual’s mindset (Collis & Hussey, 2003: 52). In 
contrast, the phenomenological research paradigm, such as the one used in this 
research, can be labelled qualitative, subjectivist, humanistic or interpretive 
(Collis & Hussey, 2003: 47).  The label qualitative is used in this study as  the 
phenomenological paradigm attempts to comprehend human behaviour from the 
informants’ point of view (Collis & Hussey, 2003: 53).   
  
Though different, qualitative and quantitative research approaches are both tools 
whose value depends on their usefulness in relation to the research questions 
posed (Kvale, 1996: 69).   Because  they  are  tools,  they  need  to  have various  
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capabilities, depending on the needs of the researchers.  Different researchers 
have different skills, talents and interests with some focusing on performing 
quantitative calculations, while others manage “linguistic or empathic” 
examinations of qualitative data, as the researcher did in this study (Kvale, 1996: 
69).     
 
Leedy and Ormrod (2005: 94, 133) also focus on the research question in 
relation to the research process chosen.  They highlight that a qualitative study is 
usually undertaken to respond to a question regarding the interaction between 
specific variables.  The aim is to clarify, make future assumptions and manage 
and examine phenomena in their, often complex, natural situations.  Additionally, 
Collis and Hussey (2003: 13) posit that qualitative research is mainly undertaken 
to analyse and consider opinions in order to gain insight in to societal and human 
activity.  As researchers using a qualitative method are also aware that their 
subject-matter is multi-dimensional and multi-layered, they attempt to hone in on 
the research-subject comprehensively (Leedy & Ormrod, 2005: 94).  A qualitative 
approach can thus also be seen as subjective in nature (Collis & Hussey, 2003: 
13).   
 
In contrast, Collis and Hussey (2003: 13) depict a quantitative approach as an 
objective process which focuses on quantifying phenomena.  Leedy and Ormrod 
(2005: 94) agree with Collis and Hussey (2003) and expand on their definition by 
stating that quantitative research is used to respond to queries regarding the 
intricacy of phenomena.  Therefore, quantitative research (It) often proposes to 
explain and comprehend occurrences as understood by the respondents.  Once 
data is gathered from quantitative research, the data is analysed using statistical 
tests and techniques (Collis & Hussey, 2003: 13).  
 
The important differences between qualitative and quantitative research methods 
are summarised in Table 3.1. 
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TABLE 3.1: DIFFERENCES BETWEEN QUALITATIVE AND QUANTITATIVE   
                    METHODS 
 
 
FACTORS/ 
CHARACTERISTICS 
 
QUALITATIVE METHODS 
 
QUANTITATIVE METHODS 
 
Research Goals/ 
Objectives 
 
Discovery and identification of 
new ideas, thoughts, feelings, 
preliminary insights on and 
understanding of ideas and 
objects 
 
Validation of facts, estimates, 
relationships, predictions 
 
Type of Research 
 
Normally exploratory designs 
 
Descriptive and casual designs 
 
Type of Questions 
 
Open-ended, semi-structured, 
unstructured, deep-probing 
 
Mostly structured 
 
Time of Execution 
 
Relatively short time frames 
 
Usually significantly longer time 
frames 
 
Representativeness 
 
Small samples, limited to the 
sampled respondents 
 
Large samples, normally good 
representation of target 
populations 
 
Type of Analyses 
 
Debriefing, subjective, content, 
interpretive, semiotic analyses 
 
Statistical, descriptive, casual 
predictions and relationships 
 
Research Skills 
 
Interpersonal communications, 
observations, interpretive skills 
 
Scientific, statistical procedure, 
and translation skills; and some 
subjective interpretive skills 
 
Generalisability of 
Results 
 
 
Very limited; only preliminary 
insights and understanding 
 
Usually very good; inferences 
about facts, estimates of 
relationships 
 
Source: Hair et al. (2006: 172) 
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3.3.2 Distinctive characteristics of qualitative and quantitative approaches 
  
Qualitative and quantitative research methods involve a few similar processes, 
such as the review of associated literature and the gathering and analysis of 
data.  However, once these processes are merged, they can be executed in 
different ways, resulting in diverse research approaches (Leedy & Ormrod, 2005: 
94).  
 
To illustrate the distinctly different research methods, Hair et al. (2006: 173) 
explain that the primary aim of the qualitative research method used in 
exploratory research designs is “to gain preliminary insights into decision 
problems and opportunities” which is also relevant for this study.  The researcher 
focuses on collecting an extensive amount of primary data by asking a small 
number of participants general research questions.  The verbal data received is 
then systematically arranged into a logical format.  A verbal explanation is 
subsequently used to depict the scenario that has been examined (Leedy & 
Ormrod, 2005: 94).  In comparison, quantitative research involves gathering a 
large number of numerical data.  Once this data is collected, it is statistically 
tested and analysed to provide specific facts for decision makers from which 
unbiased conclusions can be drawn. This process is effective since the focus is 
on the use of “formalised standard questions and predetermined response 
options in questionnaires or surveys” that have been dispensed to many 
participants (Hair et al, 2006: 173).  
 
Burger (2003: 37) outlines a summary of the key distinguishing characteristics of 
qualitative and quantitative research methods in Table 3.2.  The primary aim of 
the summary is to help researchers make more appropriate and informed 
decisions when choosing a research process.   
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TABLE 3.2:  DISTINGUISHING CHARACTERISTICS OF QUANTITATIVE AND 
QUALITATIVE METHODS 
 
 
Source: Burger (2003: 37) 
 
Question 
 
QUALITATIVE 
How are the 
findings 
communicated? 
What are the 
forms of 
reasoning used in 
the analysis? 
What are the data 
collection  
methods? 
What is the  
purpose of the 
research? 
• Words 
• Narratives 
• Individual quotes 
• Personal voice 
• Literary style 
• Inductive logic/analysis 
• Concerned with 
individual case(s) 
• Proceeds to general 
theory 
• Ideographic 
• Informative 
• Small sample 
• Observations, interviews 
 
• Holistic 
• Unknown variables 
• Flexible guidelines 
• Emergent design 
• Context-bound 
• Personal view 
• To describe and explain 
• To explore and interpret 
• To build theory 
 
 
 
 
• Focussed 
• Known variables 
• Established guidelines 
• Static design 
• Context-free 
• Detached view 
• Representative 
• Large sample 
• Standardised 
instruments 
 
• Deductive logic/analysis 
• Scientific method 
• From broad and general 
to specific 
• Numbers 
• Statistics 
• Aggregated data/central 
tendency 
• Formal voice 
• Scientific style 
 
• To explain and predict 
• To confirm theory 
• To test theory 
 
QUANTITATIVE 
What is the nature  
of the research 
process? 
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3.3.3 Research approach selected  
 
The core of this research was the primary objective of the treatise, namely, to 
conduct a needs analysis of selected retailers to identify an appropriate 
distribution channel for an imported meat product in South Africa.  The types of 
research approaches were specifically chosen to address the primary and 
secondary objectives of the research.  The research design decisions can be 
summarised as follows:  
 
•  research purpose:  exploratory 
•  research process:  qualitative 
•  research logic:  inductive 
•  research outcome:  basic.   
 
The relevant theory and reasons for the research-strategy decisions are 
discussed below.  Table 3.5 summarises these choices at the end of the chapter. 
 
The first consideration when deciding on a research design is the purpose of the 
study.  The reason for conducting a study can either be exploratory, descriptive, 
analytical or predictive.  This research has an exploratory function as no prior 
information was available regarding whether there is a need for a quality 
imported meat product, such as PICK salami, in South Africa.  According to Collis 
and Hussey (2003: 10), exploratory research is carried out to explore a research 
problem or query when little or no prior research or information is available 
regarding the subject.  It focuses on gaining insight through informal discussions 
with employees, management, and competitors.  Alternatively, a more formal 
approach can be adapted through the use of in-depth interviews and case 
studies. This was also the approach used in this study.   
 
The second aspect of the research design decision entailed paying attention to 
the process.  A guide has been designed by Leedy and Ormrod (2001: 112) to 
assist  researchers in their choice of whether to use a quantitative or a qualitative  
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research approach.  This guide was prepared systematically on the basis that, 
while a large number of research projects would be improved by the 
amalgamation of quantitative and qualitative approaches, some novice 
researchers could be limited by time, resources and know-how.  These 
constraints would hinder their ability to successfully merge the methods for their 
research endeavours.  However, before a method is finally adapted for a project, 
each item in the guide  needs to be considered seriously by the researcher (see 
Table 3.3).   
 
TABLE 3.3:  GUIDES TO CHOOSING AN APPROPRIATE RESEARCH METHOD 
 
USE THIS APPROACH IF: 
 
QUANTITATIVE 
 
 
QUALITATIVE 
 
1. You believe that: 
 
There is an objective 
reality that can be 
measured 
 
 
There are multiple possible 
realities constructed by 
different individuals 
 
2. Your audience is: 
 
Familiar with/supportive of 
quantitative studies 
 
 
Familiar with/supportive of 
quality studies 
 
3. Your research question is: 
 
Confirmatory, predictive 
 
Exploratory, interpretive 
 
4. The available literature is: 
 
Relatively large 
 
Limited 
 
 
5. Your research focus: 
 
Covers a lot of breadth 
 
Involves in-depth study 
 
 
6. Your time available is: 
 
Relatively short 
 
Relatively long 
 
 
7. Your ability/desire to work 
with people is: 
 
Medium to low 
 
High 
 
8. Your desire for structure is: 
 
High 
 
Low 
 
 
9. Your skill is the area(s) of: 
 
Deductive reasoning and 
statistics 
 
Inductive reasoning and 
attention to detail 
 
 
10. Your writing skills are strong 
in the area of: 
 
Technical, scientific 
writing 
 
Literary, narrative writing 
Source: Leedy and Ormrod (2001: 112) 
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After this guideline was consulted, and it was ascertained that multiple possible 
realities could be constructed by the different respondents, the researcher adopted 
a qualitative approach to this research.  Qualitative researchers generally believe 
in multiple possible realities as they believe that people experience different 
realities based on their background and personalities, and the researchers try to 
ascertain what those different realities are.  These realities are tested with the 
questions posed to the respondents, while their answers are also influenced by the 
way the questions have been constructed. 
 
According to Hair et al. (2006: 173), qualitative data can be important in order to 
understand and find solutions to business problems, particularly in the area of 
original findings and initial reasons for marketplace or consumer behaviour and 
decisions.  In particular, qualitative data can be extremely useful to supply 
researchers with original ideas regarding problems or opportunities. In addition to 
the previous, another guideline may be used to confirm the decision made to use 
a qualitative research methodology.  Table 3.4 indicates how to ascertain 
specifically when and whether it is suitable to use a qualitative research process 
to gather information with an exploratory design. 
 
TABLE 3.4: GUIDELINES FOR USING QUALITATIVE RESEARCH METHODOLOGIES 
Qualitative research methods are appropriate when decision makers or researchers are: 
_________________________________________________________________________________________________ 
 
• Identifying a business problem, opportunity situation, or establishing information 
requirements. 
• Obtaining preliminary insights into the motivation, emotional, attitudinal, and personality 
factors that influence marketplace behaviours. 
• Building theories and models to explain marketplace behaviours or relationships between two 
or more marketing constructs. 
• Developing reliable and valid scale measurement for investigating specific market factors, 
consumer qualities (e.g., attitude, emotional feelings, preferences, beliefs, perceptions), and 
behavioural outcomes. 
• Trying to determine the preliminary effectiveness of their marketing strategies on actual 
marketplace behaviours. 
• Interested in new-product or service development, repositioning current product, or service 
images. 
_________________________________________________________________________________________________
Source: Hair, et al. (2006: 174) 
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A qualitative research approach was selected by the researcher for this study 
because it is regarded as sensitive to the ”human situation” and engages the 
subjects of the study in “emphatic dialogue” (Kvale, 1996: 70). Another reason for 
choosing qualitative research was because it explores how the participants 
themselves make meaning of their own world (Kvale, 1996: 70).  The qualitative 
interviews were important to understand and capture the meaning of the product 
at a level far beyond a superficial one.  Therefore, the interviews tapped into “the 
more hidden, symbolic meanings it has for potential consumers” (Kvale, 1996: 
71), and the retailers’ views of the product, as well as their needs.  
 
Sherry and Kozinets (2001, in Burger, 2003: 39) explain that the qualitative 
researcher’s goal is to access the day-to-day existence and experiences of 
consumers.  However, for the researcher to comprehend from “the actor’s 
perspective, and by striving to represent that understanding authentically, these 
(qualitative) researchers complement the work of their quantitative counterparts” 
(Sherry and Kozinets, 2001, in Burger, 2003: 39), requires “systematic 
introspection” (Burger, 2003: 39). To summarise, qualitative research is the 
gathering and examination of a large amount of “narrative data” in order to obtain 
a deep and accurate understanding of “a situation of interest” which may not be 
obtained in any other manner (Burger, 2003: 40). 
 
The next aspect to consider regarding the research design was the logic of the 
study.  The logic of any research can be either deductive or inductive, and the 
latter was used in this study.  This was appropriate because inductive logic 
begins with an observation of empirical reality as opposed to a pre-established 
general assumption in deductive logic.  A more general conclusion is then drawn 
from these particular observations (Leedy & Ormrod, 2005: 32; Collis & Hussey 
2003: 15).  In this study, a case-study approach was used by focusing on four 
cases, namely, SPAR Group Limited, Shoprite Checkers (Pty) Limited, 
Woolworths (Proprietary) Limited and Pick ’n Pay Retailers (Pty) Limited.   During  
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the multiple case studies, in-depth discussions were held where research 
questions with an exploratory nature were posed to all informants.  To probe the 
reasoning and allow for clarity, open-ended questions were put to executive 
managers, regional buyers and a franchisee. From their answers, general 
conclusions were drawn which required solely inductive logic. In addition, the 
case-study approach facilitated a greater understanding of each specific case.  
This allowed the research “to encapsulate complex meaning” and “describe in 
sufficient descriptive narrative so that the readers could vicariously experience 
the happenings and draw conclusions” (Stake, 2000: 439). 
 
The final aspect of the research design looked attentively at the outcome. A 
standard classification separates research into either applied or basic research 
(Collis & Hussey, 2003: 13). The appropriate strategy selected for this study was 
the basic research methodology. This method improved the initial understanding 
of the phenomena, while a “valid representative picture” emerged subsequent to 
interviewing all the informants (Collis & Hussey 2003: 13, 15; Burger 2003: 32). 
 
3.4 DATA COLLECTION   
 
This section outlines the data collection.  It includes details regarding the 
sampling methods, interview processes and pilot study undertaken in the 
research.   
3.4.1 Sampling methods  
 
Each time a researcher makes a decision about when and where to observe, 
whom to speak to, or what sources of information to concentrate on, he/she is 
making a sampling decision (Bickman & Rog, 2009: 235).  
 
A sample should be chosen cautiously as the researcher sees and understands 
qualities  of  the  total  population  in  a  similar  “relationship  and context had the  
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entire population been inspected” (Leedy, 1997).  Leedy (1997) also states that 
sampling can be applied to all data, and where big communities appear to be 
homogeneous. 
    
There are two methods of sampling: probability and non-probability. A probability 
sample entails a random selection of the public for the purpose of the study.  This 
means that all members of the public (the sample frame) have a non-zero or a 
known probability of being chosen. In the case of a non-probability sample, 
members are chosen by the researcher and thus have an unknown or do not 
have non-zero likelihood to be included in the study. Figure 3.3 portrays the 
common options used with each methodology (Burger, 2003: 73; Hair et al, 2006: 
330). 
 
FIGURE 3.3:  SAMPLING METHODS 
 
 
Source:  Burger (2003: 73) 
 
 
SAMPLING 
 
PROBABILITY 
SAMPLING 
Simple random 
Systematic 
Stratified 
Cluster 
NON-PROBABILITY 
SAMPLING 
Convenience 
Judgement 
Quota 
Snowball 
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Because of the nature of the research, a non-probability sampling method was 
deemed the most appropriate.  Convenience sampling was used (see chapter 
one, section 4.2) and ten participants, which included at least two representatives 
from each of the major retailers, were selected.  The participants had the 
necessary expertise and knowledge about the needs of the South African market 
for high-quality meat products.  Most importantly, participants were chosen 
according to their position in the company, as the sample honed in on decision-
makers such as executive managers and head buyers.  The accessibility of these 
participants was also a concern when choosing interviewees (convenience 
sampling). In addition, it was important that the participants represented the 
target population and “meet the requirements of the study” (Burger, 2003: 73, 74; 
Hair et al, 2006: 340; Leedy & Ormrod, 2005: 206). 
3.4.2 Interviews 
 
The research interview process needs a clearly-defined reason and structure and 
should be “brief and simple” (Kvale, 1996: 132).  Additionally, an interview as a 
research method should “renew, broaden, and enrich the conceptions of 
knowledge and research in the social sciences” (Kvale, 1996: 10). Interviews 
formed the core of this research and semi-structured interviews were conducted 
face-to-face, telephonically and, once, also electronically.   
 
Burger (2003: 77) argues that interviews in qualitative research are generally 
relatively unstructured and include a small number of important questions that 
form the “fulcrum of interaction”.  This allows the researcher to adapt the 
interview based on the information offered and opinions expressed by 
participants. In this research, the unstructured approach was deemed unsuitable. 
Therefore, the interviews were semi-structured in nature as the researcher 
included a standard set of questions in each interview, but also allowed for 
interaction with participants.  These questions were identified prior to the 
interviews  as  ones  which  would  enable  the  researcher  to  ascertain  market  
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opportunities and needs for a product such as PICK salami.  The questions were 
structured in an open-ended format  to encourage the participants to answer 
spontaneously  so that their viewpoints could be recorded accurately (Hair et. al 
2006: 430; Leedy & Ormrod, 2005: 146, 184; Leedy & Ormrod, 2001: 196; Collis 
& Hussey, 2003: 179). 
 
In order to most effectively use the interview process, the researcher in this 
qualitative study made use of the guidelines recommended by Leedy and 
Ormrod (2005: 147, 149), namely, to:  
 
• identify some questions in advance 
• make sure the interviews are representative of the group 
• find a suitable location 
• get  written permission 
• establish and maintain rapport 
• focus on the actual rather than on the abstract or hypothetical 
• don’t put words in people’s mouths 
• record responses verbatim 
• keep reactions to yourself 
• remember that facts are not necessarily being given.  
 
Interviews are the most useful way of getting authentic, detailed information from 
participants.  For the study, primary data was mainly collected during an 
interview process and  five of the question-and-answer exchanges were 
conducted face-to-face, four telephonically, and one electronically.  Each 
participant received a covering letter which was prepared by the researcher 
which outlined the purpose of the research and also included the standard set of 
questions (see Annexure F).  
 
The five face-to-face interviews were conducted in Port Elizabeth.  This had the 
benefit of allowing the researcher to  build a relationship with the participants and  
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so facilitated open communication between them.  The researcher met with local 
respondents, introduced herself and detailed the context and purpose of the 
study and then proceeded with the interviews.  This procedure resulted in   a 
100% response rate from interviewees.  Additionally, this allowed the interviewer 
to probe any vague answers (Leedy & Ormrod, 2005: 184, 185).  
 
Telephonic interviews supplemented face-to-face interviews as the researcher 
could not always conduct face-to-face interviews with executives (see detailed 
summary in Table 4.1) who were residing outside Port Elizabeth.   Even though 
Hair et al. (2006: 235, 236) state that the types of data that can be gathered 
telephonically may be limited, they confirm that it remains a useful means of 
retrieving detailed, quality information from executives.  Executives often do not 
allocate time for personal interviews, but may be willing to be interviewed 
telephonically.  Consequently, telephonic discussions can assist researchers to 
gather information from participants who would otherwise be unavailable to 
answer the research questions (Hair et al, 2006: 235).  
 
The four participants who were interviewed telephonically, as well as the one 
who was interviewed electronically, were all situated outside Port Elizabeth.  
They were all emailed the standard set of interview questions and a covering 
letter.  The researcher allowed enough time and flexibility for participants to 
respond either electronically or telephonically.  Only one informant replied via 
email, while the rest were telephonic questions-and-answer exchanges (see 
Annexure G).  All answers were documented verbatim and, therefore, the data 
accurately reflects the respondents’ points of view. 
3.4.3 Document analysis 
 
The second method of gathering data was through document analysis. Pertinent 
information was received about PICK salami from Zoltán Masa, Head of Export 
at  PICK  Szeged  Zrt.  The  various  documents  received  from  him  included:  a  
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section of an information catalogue which provided detailed data regarding the 
export product PICK salami; the next set of information received focused on 
PICK salami’s export marketing (see chapter one Figure 1.3) and strategy; and, 
lastly, the complete brand-value research performed by a well-known research 
company, AGB Nielsen Hungary.  In their research, processed meat products in 
the salami category in the Hungarian market were used as an information base.  
Some of the key findings of this market research were highlighted in chapter one 
(see section 1.1.3 and Figure 1.4). The market research was conducted through 
an analysis of various branded processed meat products in Hungary. The 
examinations further validated that PICK salami is not only a market leader in 
Hungary, but is also a highly-respected, distinguished and dominant brand 
leader. 
3.4.4 Pilot study 
 
A pilot study “is an excellent way to determine the feasibility of [a] study”.  It 
ensures that the “real” responses received from the participants will be feasible 
and of a sufficient quality to facilitate answers to the primary and secondary 
research objectives (Leedy & Omrod, 2001: 116, 204).  
 
For this study, the researcher administered a pilot questionnaire to ascertain 
whether it would provide reliable information. A group of professionals 
knowledgeable in terms of marketing, purchasing and the English language were 
used to assess the questionnaire’s reliability.  The pilot study also ensured that 
the wording and structure of the questions would yield sufficient and quality 
answers that would help in the selection of an appropriate distribution channel. 
 
3.5 TECHNIQUES FOR MEASURING RESEARCH FINDINGS 
 
Leedy and Ormrod (2005: 27) suggest that “validity” and “reliability” are two 
measurement    concepts    which    are    frequently    encountered   in   research 
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 methodology.  The validity and reliability of the measurement instruments have 
an effect on whether and how much can be learnt about the subject of the 
research.  It also affects the study’s ability to gain significant statistics and the 
degree to which valid conclusions can be drawn from the data.    
 
It is vital that the research is valid and reliable.   
3.5.1 Validity  
 
According to Leedy and Ormrod (2005: 28), validity is the extent to which 
instruments measure what they should measure.  Collis and Hussey (2003: 58) 
define validity as the degree to which the conclusions reached during the 
research correctly represent the situation.  Coolican (in Collis & Hussey, 2003: 
58) posits that an “effect or test is valid if it demonstrates or measures what the 
researcher thinks or claims it does”.  However, the validity of research can be 
undermined by errors, for example, defective research procedures, inferior 
samples and incorrect or confusing measurements (Collis & Hussey, 2003: 59).  
Therefore, Leedy and Ormrod (2005: 97) propose that researchers ask two 
simple questions: 
 
• Is the study regulated in such a way as to guarantee that the deductions 
made are justified by the data?   
• Can the information gleaned from the research be used to understand, in 
principle, situations outside the boundaries of the study?    
 
To respond to the first question, other potential reasons for the findings of the 
study were eliminated through triangulation. Jick (1979 in  Collis & Hussey, 2003: 
78), argues that triangulation has important strengths as it promotes dynamic 
research,  enhances  qualitative  methods  and  permits  the  harmonious  use  of  
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quantitative methods. The type of triangulation used in this research was          
data triangulation, because the data was collected at different times and from 
different sources in the study of a phenomenon (Collis & Hussey, 2003: 78).  The  
data was obtained via in-depth interviews and information analysis, after which it 
was merged.  
 
To respond to the second question, the researcher gathered information from 
respondents who were all corporate professionals at the executive level.  The 
representative sample was mainly head or regional buyers for their respective 
supermarket chain.  As the participants were working for the specific 
organisation, their responses are a valid representation of the company’s 
situation.  Their positions, buying power and knowledge were crucial factors that 
assisted with the understanding of the processes involved when buying products 
as well as the understanding of each supermarket chain as a whole.   
 
Once the research was completed, the conclusions were derived and emailed to 
the respondents for verification and validation.  In this communication, the 
following question was posed to respondents: 
 
• The information that I have collected is based on the interviews I had with you 
and the other staff members I was referred to (please see attached 
documents).  As this information has to be validated, I would appreciate it if 
you could confirm via email whether the interpreted information is a fair and 
accurate reflection of your company’s position on the issues that we 
discussed (see Annexure H). 
 
To those respondents who did not reply within the allocated time frame, a follow-
up communication was sent, which stated:  
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• I am very grateful for the information you supplied. Your input is very valuable 
as regards my treatise. Can I assume that a non-response within a calendar 
week ending 23 June 2009 will imply that you are happy with my interview 
summary (please see attachments above) and I would be allowed to include 
the names and titles of interviewees and the name of your company in my 
research document? (see Annexure I). 
 
While the validity of a research project and its data is vital, the reliability of the 
research is equally important to a study to ensure its credibility (Collis & Hussey, 
2003: 58).   
3.5.2 Reliability  
 
Collis and Hussey (2003: 58) state that reliability is concerned with the findings of 
the research.  Reimond (in Collis and Hussey, 2003: 58) posits the question “will 
the evidence and my conclusions stand up to the closest scrutiny?” as a means 
to determine the reliability of a study. In addition, the concept of reliability can be 
defined as “the consistency with which a measuring instrument yields a certain 
result when the entity being measured [has not] changed” (Leedy & Ormrod, 
2005: 29).  The following question helps to ascertain the reliability of an 
instrument: 
 
• To which extent does the instrument accurately and consistently measure that 
which it should? 
 
Reliability errors indicate the erroneous use of an instrument.  If the results found 
in a study are inconsistent and random, they are likely to be reliability errors.  To 
avoid these errors, standardisation is used. In the study, standardisation was 
applied in the use  of  measurement  instruments.  To ensure  standardisation, all  
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research participants in the chosen sample were asked the same interview 
questions.  In addition, a pilot study assisted in determining:   
 
• whether the questions asked from the respondents are relevant  
• the language and grammar that should be used, and the way in which the 
questions must be structured.    
 
In this study, the pilot questionnaire was successfully used to ascertain whether it 
would provide reliable information.  It also ensured that the wording and structure 
of the questions yielded the kinds of answers that would assist in the selection of 
an appropriate distribution channel. 
 
The research supervisor confirmed that the interviewees would be able to 
comprehend all the research questions and be able to communicate answers in 
response to these questions. 
 
3.6 CONCLUSION 
 
 
The aim of chapter three was to illustrate the research design, the various data-
gathering techniques and to explain the rationale behind the research 
methodology and decisions made during the study.  The present chapter 
supplied the theoretical base to the research,
 
 which was used to solve the 
primary objectives and its four secondary objectives.  
Chapter four presents the research findings, which incorporates both the data 
collected during the research and the analysis of this data.  
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TABLE 3.5: SUMMARY OF CORE RESEARCH DESIGN DECISIONS 
 
PRIMARY OBJECTIVES 
To conduct a need analysis of selected retailer to identify an appropriate 
distribution channel for an imported meat product in South Africa. 
 
 
Unit of analysis 
SPAR Group Limited, Shoprite Checkers (Pty) 
Limited, Woolworths (Proprietary) Limited, Pick 
’n Pay Retailers (Pty) Limited 
 
RESEARCH METHODOLOGY 
 
Research approach 
 
Qualitative 
 
Process logic 
 
Inductive 
 
Qualitative research method 
 
Case studies 
 
Case-study design type 
 
Multiple case study approach 
 
Sources of data 
 
Multiple sources: proprietor, executive 
managers, regional buyers and other general 
sources of information  
 
Primary data collection instruments 
 
In-depth interviewing face-to-face or 
telephonically (triangulation) 
 
Data analysis 
 
Categorisation and interpretation of data in 
terms of common themes. Synthesis into and 
overall portrait of the case. 
 
Format of research reporting 
 
Logical structure. To explore and interpret. 
Integration between methodology, literature, 
analysis and conclusion. 
 
RESEARCH GOAL 
 
Exploratory 
 
RESEARCH STRATEGY 
 
Contextualise within the unit of analysis. 
Source: Researcher’s own construction, modelled on Burger (2003: 86)
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CHAPTER FOUR 
ANALYSIS AND RESEARCH FINDINGS 
 
4.1 INTRODUCTION 
 
Chapter three discussed the research design and methodology.  To resolve the 
primary and secondary objectives, chapter four analyses the data collected 
during the interviews. To triangulate the validity of the data, the interviewees 
were required to confirm the accuracy of their responses via email to verify that 
the findings are reliable and valid (see Annexure H and I). 
 
The data for analysis was transcribed from the interviews with selected executive 
managers from the four major South African supermarket chains (see Table 4.1). 
The companies contacted for the case studies were SPAR Group Limited, 
Shoprite Checkers (Pty) Limited, Woolworths (Pty) Limited and Pick ‘n Pay 
Retailers (Pty) Limited. A common approach was used in all interviews, and 
identical questions were posed to all interviewees to ensure that similarities and 
differences were comprehensively explored.  After the data collected from the 
respondents was analysed and categorised according to the research questions, 
themes emerged (see Annexure F). 
 
Owing to privacy concerns of one interviewee, this treatise and the information 
herein has been copyrighted and remains confidential for the purpose of this 
study.  However, all the respondents agreed that the data provided and the 
viewpoints which emerged from the interviews could be presented with the actual 
respondents’ names (see Table 4.1).  
 
 
 
 
 Chapter Four – Analysis and Research Findings 
99 
 
 
TABLE 4.1:  RETAILERS AND RESPONDENTS INTERVIEWED 
 
RETAILER 
 
 
RESPONDENT'S 
NAME 
 
JOB DESCRIPTION 
 
 
 
 
SPAR 
Group Limited 
 
 
• John Doubell 
 
 
• Glenn Wienand 
 
 
• SPAR Eastern Cape Regional 
Buyer (Port Elizabeth) 
 
• Franchise Owner (Summerbreeze 
SUPERSPAR, Port Elizabeth) 
 
 
 
 
 
 
Shoprite 
Checkers (Pty) 
Limited 
 
 
• Victor Loftie-Eaton 
 
 
• Abri Swart 
 
 
• Global Sourcing Executive 
(Shoprite Group, Cape Town) 
 
• Shoprite Eastern Cape Regional 
Buyer (Port Elizabeth and 
George) 
 
 
 
 
 
Woolworths 
(Proprietary) 
Limited 
 
• Richard Stockley 
 
 
 
• Nicola Malan  
 
 
• Tharesa Lötter 
 
 
• Shaun Kopp 
 
• Head of Customer Product 
Development, New Business and 
Food Services (Cape Town) 
 
• Trading Head for Delicatessens 
(Cape Town) 
 
• Deli Technical Manager (Cape 
Town) 
 
• Store Manager (Walmer Park, 
Port Elizabeth) 
 
 
 
Pick ‘n Pay 
Retailers (Pty) 
Limited 
 
 
• Anthony Brown 
 
 
• Grant Brakhuizen 
  
 
 
• Deli General Manager 
(Johannesburg) 
 
• Head of Purchases (Eastern 
Cape, Port Elizabeth) 
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4.2 STUDY RESEARCH OBJECTIVES  
 
The primary objective of this study was to conduct a need analysis of selected 
retailers to identify an appropriate distribution channel for an imported meat 
product in South Africa.  To achieve the primary objectives, the following 
secondary objectives were also investigated:  
 
• What issues need to be addressed by the exporter to land the product in 
South Africa? (section 4.3.1) 
• Who could be used as a potential retail distributor? (section 4.3.2) 
• What criteria would a distribution-channel member prescribe? (section 4.3.3) 
• Which aspects of the product do the retailers regard positively and which 
negatively? (section 4.3.4) 
 
This chapter presents the analysis of the study’s empirical results.  In section 4.3 
the findings of the interviews are discussed. The core responses of case-study 
participants have also been summarised at the end of this chapter as Tables 4.2 
(A) and (B).   
 
 4.3 QUESTIONS AND RESPONSES TO ACHIEVE THE STUDY’S  
       OBJECTIVES  
 
This treatise is based on qualitative research, which takes the form of individual 
case studies.  As part of the data collection, personal interviews were conducted 
and the participants’ feedback was analysed for each case study. 
  
4.3.1 Secondary objective one 
 
What issues need to be addressed by the exporter to land the product in South 
Africa?  
 
To address this objective, the questions below were posed to all respondents.  
Their verbatim transcribed responses follow the questions.    
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Question:  Are there any food law restrictions regarding the importation 
of meat products in South Africa? 
 
     
SPAR Group Limited 
 
Respondent John Doubell:  “Yes, there are food law restrictions in South 
Africa. Food laws are pertinent only to animal diseases. There was, for example, 
a world wide pig disease about a year ago, which prohibited the importation of 
pork.  We need to know whether there are any diseases at the source. The main 
problem areas were mainly the emerging markets and not Europe. The fact that 
the Hungarian factory is Hazard Analysis and Critical Control Points (HACCP
 
) 
accredited is very important from the food safety point of view. It is also very 
important that HACCP is maintained. The factory needs to be re-accredited 
annually. HACCP needs to be an ongoing process.”  
Respondent Glenn Wienand:  “I am not aware of this, because SPAR works 
through agents that do the importing from overseas, and these agents stock the 
goods in their warehouses. SPAR shops owners do not buy directly from 
suppliers from overseas at all. They are able to, but choose not to do so.” 
 
            
        
Shoprite Checkers (Pty) Limited 
 
Respondent Victor Loftie-Eaton:  “This is controlled by the Department of 
Agriculture (Veterinary Services).  The supplier will have to apply for an import 
permit from them as this is the procedure on all products controlled by them.” 
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Respondent Abri Swart:   “Please contact Mr Victor Loftie–Eaton, 
because he will able to assist regarding that question. For Shoprite Checkers the 
imports are done in Cape Town.” 
 
       
Woolworths (Proprietary) Limited 
 
Respondent Richard Stockley:  “Yes, there is a food law restriction regarding to 
beef. Beef products are not allowed into the country and Woolworths does not 
import beef.  Woolworths only imports pork products and this is done through an 
outside firm.”  
 
Respondent Nicola Malan:  “Yes, there is. On all meat products there is 
legislation on what you can sell.  The Department of Agriculture must approve 
the importation of the product.” 
 
Respondent Tharesa Lötter:  “Yes, there are food law restrictions that have 
to be met to bring a product into South Africa.  It would have to be approved by 
the Department of Agriculture in South Africa and it also has to have a health and 
hygiene certificate issued at the country of origin.  Currently, all the products that 
are imported for Woolworths are done by an agent, who must comply legally.” 
 
Respondent Shaun Kopp:   “Yes, there are restrictions, but I am unable to 
give the exact details. We import salamis from a single supplier from Italy. People 
from Woolworths Head Office, such as Richard Stockley, Nicola Malan and Cecil 
Mitchell may be able to help with further details.” 
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Pick ’n Pay Retailers (Pty) Limited 
 
Respondent Anthony Brown:  “Number one: SABS (South African Bureau of 
Standards) must allow the product into the country. Number two: Pick ‘n Pay will 
ask their own questions from their technical division by asking for certification 
and documentation from the factory, at the point of origin.  Pick ‘n Pay relies on 
own policies rather than governmental issues. Most of our current products come 
in from Brazil and Namibia and we are currently looking at Europe as well. If you 
want to list a product with Pick ‘n Pay, we ask you for documentation. If it is ISO 
9001:2000 and HACCP accredited, we will ask questions and request proof of 
the structure where it is made.  We have to satisfy our technical division in terms 
of whether it is a food safe factory. If PICK Szeged Zrt. has the documentation 
and Pick ‘n Pay can authorise it as authentic, then they will be happy with that.”  
 
Respondent Grant Brakhuizen:  “There are laws and restrictions regarding pork 
products, because there was and currently is a swine fever epidemic which is a 
highly contagious disease of pigs. If you have a certificate which allows you to 
bring pork products into South Africa, Pick ‘n Pay would not have a problem with 
accepting the product.” 
 
 
SYNOPSIS: 
Based on the responses to question one, one can conclude that the majority of 
the respondents are aware of food law restrictions governing imported meat 
products.  As the respondent from Shoprite Checkers (Pty) Limited pointed out, 
the food law restrictions are controlled by the Department of Agriculture and 
suppliers   need   to  apply  for  an  import  permit  from  them.   This  is  essential  
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information which is supported by the findings under section 2.3.3 in chapter two, 
entitled Restrictions regarding meat products.  
 
Six respondents indicated that they are dependent on outside agents to import 
products.  There seems to be a general consensus that, as long as the correct 
certification and proof of health and safety standards (specifically, ISO 9001:2000 
and HACCP system) are available, especially from Europe, importation is 
possible.  In fact, a respondent from SPAR Group Limited draws attention to the 
HACCP accreditation and annual re-accreditation being a vital consideration 
when importing products.  
4.3.2 Secondary objective two 
 
Who could be used as a potential retail distributor?  
 
The following questions aim to provide guidance in order to answer the above 
objective.  All participants’ verbatim transcribed responses are recorded below. 
 
Question:  Before you would consider putting PICK salami on 
SPAR/Shoprite Checkers/Woolworths/Pick ‘n Pay shelves, 
what would you want to know about the product?   
 
     
SPAR Group Limited 
 
Respondent John Doubell:  “Before I respond to this question, I would like 
to say that I would definitely consider putting PICK salami on SPAR shelves!  I 
want to know what kind of support PICK Szeged Zrt. would give the product at 
point of sale.  To introduce PICK salami to all the regional buyers, you need to 
stimulate  the  buyers’  senses,  therefore, the touch, feel, look, smell and taste of  
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the product are essential to buyers. The price is also important, as well as how 
bulk-buying affects the price.” 
 
Respondent Glenn Wienand:  “To begin with, I would like to put the product 
on my shop shelves. I already have salami from Italy, which I buy through 
agents. I believe that there is a market for PICK, depending on the price I can 
offer to the customer. I would like to know the quality and whether PICK Szeged 
Zrt. assists with promotions.” 
 
             
        
Shoprite Checkers (Pty) Limited 
 
Respondent Victor Loftie-Eaton:  “I would need to know what the ingredients are 
and how this compares to locally-produced products.  I would need to know that 
the factory is a reliable source with all the necessary health and safety 
regulations adhered to, i.e. HACCP and ISO.  I also need to know if this type of 
product has a customer base and I would research the sales of similar products 
in the market to determine if someone would be willing to buy it. I need to know 
how I am going to distribute the product to the stores (do we need to use 
refrigerated trucks?) as well as the cost involved, as it is a perishable item.  I 
would also need to know that the product can be imported at a good enough 
price so that the consumer will be willing to pay for it and our company can also 
make profit on the selling price.  I need to ascertain what the supplier would do in 
terms of training the staff to handle the product correctly, for example storage, 
cutting and display of the product.  I must know 
 
whether the supplier would 
contribute towards marketing of the product through advertising and tasting in the 
stores.  Lastly, I need to know how the supplier will handle returns and stock that 
does  not  sell:  would  they  take  stock   back,  or  refund  items,  for  example?” 
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Respondent Abri Swart:   “I would need to know how it compares to 
locally-produced products and
 
 whether the customer will buy this type of product.  
I need to know how I am going to transport the product to the stores, as it is a 
perishable item.  Do we need to use refrigerated trucks, for example? I also need 
to know whether the supplier will contribute towards the marketing of the product 
through advertising and tasting in the stores.” 
 
Woolworths (Proprietary) Limited 
 
Respondent Richard Stockley:  “What are the ingredients of the salami? Are 
the product accreditations audited? Are there regular safety and ethical audit 
processes in place? ” 
 
Respondent Nicola Malan:  “I would like to know the price, the shelf life, the 
taste, and the customer demand for the product. If it is an imported line, I need to 
know how much to bring in to fill up a container to make it viable. I also want to 
know which store profile the product must go into and the store cataloguing.  I 
want to know more about the supplier it comes from and the product origin, as 
well as the quality requirements that are in place.” 
 
Respondent Tharesa Lötter:  “I do know the product and that it is high 
quality. Woolworths needs the food specifications and the full ingredients of the 
product. We also require that the product is certified according to the HACCP 
system. Woolworths must see the necessary certification and, depending on the 
outcome of seeing the HACCP certification, Woolworths may send through their 
own auditors. Other queries could be raised depending on the information 
Woolworths receives.” 
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Respondent Shaun Kopp:   “Head Office would like to know what type of 
preservatives and which ingredients are in the product. Somebody from 
Woolworths has to visit the production facility overseas. The fact that there is an 
ISO 9001:2000 quality-management system and HACCP qualification of the 
product puts the product into a different category, as it means that the production 
facility probably complies with Woolworths regulations. In addition, Woolworths 
has an external auditing company called International Britannia (external foods-
quality management and health-management auditing company) based in Cape 
Town. They have offices all around the world. This company inspects and does 
the audits of all Woolworths’ production facilities (food and clothing) around the 
world. If this company does not give the seal of approval from the Woolworths 
perspective, then Woolworths does not get involved with that production facility at 
all. The supplier’s agreement with Woolworths stipulates that the supplier 
subjects their production facility to an audit by these people on a regular basis.” 
 
     
Pick ‘n Pay Retailers (Pty) Limited 
 
Respondent Anthony Brown:  “I would like to know the product costing 
structure and whether the product is saleable.  I assume that it is a quality 
product, but I need to ensure that I can import it and sell it at a reasonable price. I 
would also insist on seeing samples and would like to know how the product 
would reach South Africa and if there is a plan to distribute the salami.  I would 
advise the overseas company to find a local agent who can distribute on behalf 
of that company to Pick ‘n Pay.” 
 
Respondent Grant Brakhuizen:  “Once I am satisfied with the product, the most 
important thing would be the quality of the goods and whether the customers 
would  enjoy  it.  The  second thing would be the price. If the product is priced too  
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high compared to a local product, the chances of selling it to the local customer 
will diminish quite dramatically. Price is therefore very important. The packaging 
of the product is absolutely beautiful, but Pick ‘n Pay sells normal salami at R80 
per kilogram and this salami is a premium product, which means it needs to be 
sold for more, and that will impact sales.  The timing is also an issue, as it would 
take three months to get the product in South Africa via ship, after which I need 
to get it to the stores, which is another month, and then I still have to sell it to the 
customer, which is another two to three months.  Europe has a massive market 
for this product. I believe Hong Kong would be ideal as they have diverse 
customers. The South African market for this product is very small, and when you 
increase the price, it will become even smaller.” 
 
 
SYNOPSIS: 
A common theme found in respondents’ answers is their concern with the price 
of a product.  They all indicated this to be an important consideration when 
choosing to stock a product in their stores.  In addition, many respondents 
wanted to know more about the distribution plan, as well as the storage-
requirements for the merchandise.  These findings corroborate with those of 
Louw et al (2008: 288), who claim that many factors affect the decisions made by 
the major supermarkets in South Africa.  Some of the most important factors 
which will influence their decision to stock products are financial factors, such as 
price and transaction costs.  Emongor in Louw et al (2008: 288) concur with 
Louw et al (2008), and in addition, draw attention to the need for trust between 
suppliers and retailers.  Emongor also claim that the supermarkets’ procurement 
practices are affected by not just price but by reliable supply of consistent quality 
and volume.  
 
The interviewees also identified other important aspects that must be considered 
before  purchasing   a  product,  such  as  the  ingredients,  smell,  taste,  texture,  
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flavour and shelf-life, as well as its quality.  Non-economic factors, for instance, 
the need for ethical-trade requirements, were also reiterated. The reliability, 
accreditations, and health and safety standards of the source of the product were 
also emphasised.  Almost all the respondents indicated that the quality of the 
product as a characteristic that appealed to them.  These findings are supported 
once more by Louw et al’s study regarding South African major supermarket 
chains (2008: 294).  In their study, they posit that food quality and safety 
standards have become increasingly important in the food sector. Therefore, 
companies that can consistently deliver the necessary quantities and quality are 
vital to the food supply-chain.  For this reason, South Africa can be considered a 
viable target market for PICK Szeged Zrt., as PICK salami is approved by the 
European Union (EU) and the salami is produced according to the ISO 
9001:2000 quality-management system.  The food safety controlling system is 
also based on the internationally-certified HACCP system (see sections 1.1.2 
and 2.3.1). 
  
Question:  What  volumes  of  the  product  would  you  be   interested   in 
taking? 
     
SPAR Group Limited 
 
Respondent John Doubell:  “The bare minimum at first. I would take 
approximately 600 kilogram of PICK salami and I would be interested in taking 
three or four other lines.  It would be better if I could also see the other ranges. 
Currently, the Eastern Cape has the second smallest SPAR distribution centre in 
South Africa, but we are the biggest out of all the other rival chains (Pick ‘n Pay, 
Woolworths, Shoprite Checkers). The biggest SPAR distribution centres in order 
are: Johannesburg, Pretoria, Natal, Western Cape, Eastern Cape, and the 
smallest  is  in  the  Lowveld.  In my opinion, distribution centres in Western Cape 
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 would give an order of approximately 1200 kilograms, while the Lowveld (the 
smallest distribution centre) would order approximately 600 kilograms. Natal 
(Durban) distribution centre would need approximately 1200 kilograms, while 
Johannesburg will probably order 2500 kilograms and Pretoria 2500 kilograms.  
That is only if all of these distribution centres are prepared to buy it and distribute 
it to SPAR stores. I am able to connect PICK Szeged Zrt. to the other distribution 
centre buyers and I am the key person to approach in this regard.” 
 
Respondent Glenn Wienand:  “I would like to start initially with small 
quantities, approximately 20 kilograms per month. Currently I sell 30 kilograms of 
local salami and seven kilograms of Italian salami per week.” 
 
            
       
Shoprite Checkers (Pty) Limited 
 
Respondent Victor Loftie-Eaton:  “The amount depends on the price, shelf life 
and amount of stores we would like to sell the product in.” 
 
Respondent Abri Swart:   “This depends on the price and how well the 
product sells. If the salami sells well, then it can be ordered twice a week.” 
 
 
Woolworths (Proprietary) Limited 
 
Respondent Richard Stockley:  “This answer cannot be given as it will depend 
on cost and value etc.” 
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Respondent Nicola Malan:  “The amount ordered depends on cost price, 
profit margin and shelf life and also depends on all year round or special 
occasion line products. I would take into consideration a couple of factors before 
I would look at volume.” 
 
Respondent Tharesa Lötter:  “PICK is an expensive product even in the 
European Union. Woolworths would compare it to a similar product that they 
already stock. For a sliced product, it could be 300 to 400 units per packets (70 
grams per week).  I do not have selling figures for roles of salami.” 
 
Respondent Shaun Kopp:   “Initially I would like to see the product in all 
major Woolworths stores nationally. This product is a premium product and my 
aim will first be to make sure all the premium stores stock it. Walmer Park in Port 
Elizabeth is one of the top 12 premium Woolworths stores in South Africa and 
therefore I would also keep the PICK salami in this store. Once the product is 
successful, it will ‘roll down’ to the next level of Woolworths stores and, as its 
success grows, it will be introduced to other stores.” 
 
     
Pick ‘n Pay Retailers (Pty) Limited 
 
Respondent Anthony Brown:  “It is very difficult to answer this question. 
Depending on the product, Pick ‘n Pay would look at all the stores they have. Out 
of all these stores, we would choose stores by taking into consideration the store 
locations and clientele Pick ’n Pay have and we would order a minimum amount. 
I would put in approximately 75 kilograms – 100 kilograms per store. I cannot 
give a store figure, as cost plus other factors would influence how many stores 
will keep the product.” 
 
 Chapter Four – Analysis and Research Findings 
112 
 
 
Respondent Grant Brakhuizen:  “The volume would be small. Pick ‘n Pay have 
31 stores in the Eastern Cape. I guess that approximately 250 kilograms per 
month will be sold. In South Africa, there are approximately 500 Pick ‘n Pay 
stores.” 
 
 
SYNOPSIS: 
During these interviews, it emerged that SPAR and Pick ‘n Pay would initially 
order a minimal amount, while SPAR may also include a few other PICK ranges.  
Shoprite Checkers and Woolworths could not give exact figures, as their orders 
would depend on the price, shelf life and, in the case of Woolworths, whether it is 
an all-year round or special occasion line.  
4.3.3 Secondary objective three 
 
What criteria would a distributor channel member prescribe? 
 
In order to address this objective, all participants were asked the same 
questions.  Their verbatim transcribed answers follow the question below.   
 
Question:  Is there a rebate structure at SPAR/Shoprite 
Checkers/Woolworths/Pick ‘n Pay? 
 
     
SPAR Group Limited 
  
Respondent John Doubell:  “Yes there is, because the product will be 
placed into the regional warehouse (the warehousing fee is four %) and the 
product will be redistributed from there, via trucks who will deliver it to specific 
stores. If payment is made within 30 days from statement date, the rebate is two 
and a half %.   That two and a half % makes sure that I will pay PICK Szeged Zrt. 
on time.  If  I do not pay on time, SPAR  will not get back this percentage.  There  
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are also other rebates of up to five and a half %. I would not ask for more than 
twelve % in total (4% warehousing fee + discount 2,5% + rebate 5,5% = 12%). 
For example, If SPAR purchases R100 000 worth of PICK salami, SPAR’s rebate 
could be R 12 000. That means SPAR will only pay PICK Szeged Zrt.  R88 000. 
However, this is tailor-made for each supplier and it is up for negotiation.” 
 
Respondent Glenn Wienand:  “Yes, there is. I have three different ways to get 
products into the store and this influences the rebate structure. 
• Option one is to get the product directly from the suppliers, by means of an 
arrangement between me and the supplier. 
• Option two is via drop shipment. I buy from the supplier, but the supplier does 
not invoice me. The supplier invoices my Head Office, who lists the product 
and determines what the selling price will be.  They will invoice me, the SPAR 
owner.  This approach means that the supplier will get its money via a U-turn 
and SPAR owners do not have control over cost and selling prices. 
• Option three would be to get stock from my local (Eastern Cape) distribution 
centre. In total there are six distribution centres in South Africa and they buy 
directly from the suppliers. These centres are able to reach 800 SPAR stores.  
 
Every region has its own distribution centre.  Each distribution centre, at any 
given time, stocks approximately 50 million Rand worth of stock. 85 % of my 
stock comes from options two and three, but mainly from option three.  As a 
SPAR owner, I get back a rebate of one percent of the value I purchase through 
options two and three.” 
 
            
        
Shoprite Checkers (Pty) Limited 
 
Respondent Victor Loftie-Eaton:  “We do not receive rebates on imports but we 
do from local suppliers.” 
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Respondent Abri Swart:   “Yes, there are rebates for local suppliers, but 
not on imported goods. The rebate percentage will be negotiated between the 
purchaser (me) and the supplier. It is good practice to build the rebate 
percentage into the cost price of the perishable goods to be sold.” 
 
   
Woolworths (Proprietary) Limited 
 
Respondent Richard Stockley:  “Yes there is. It is between 7- 9 %.” 
Respondent Nicola Malan:  “Yes, there is, but it is confidential.” 
Respondent Tharesa Lötter:  “Yes there is.  It is confidential.” 
Respondent Shaun Kopp:   “Only the buying team are able to answer that 
question at Head Office.” 
 
          
  Pick ‘n Pay Retailers (Pty) Limited 
 
Respondent Anthony Brown:  “Yes, there is. Every product which Pick ‘n Pay 
buys they have to market, because if you bring in a product and you do not tell 
anyone about it, you may as well not stock it. Part of Pick ‘n Pay’s rebate will be 
a marketing issue, which will take the form of either a fixed fund or a percentage. 
With a product such as PICK salami, a percentage will be negotiated and, as the 
product is sold, Pick ‘n Pay will build up a fund. Pick ‘n Pay will go to press before 
any fund is built up and they will try to recoup the money spent, because 
advertising is extremely expensive.  The rebate structure links to all sorts of 
things, for example, whether the supplier wants to put people in to merchandise.  
Lots  of  questions  will  be  asked  before  the  rebate  structure  will  be  defined.  
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Rebate percentages also depend on how the salami will be distributed. If it is 
distributed through the Pick ‘n Pay centre, there will be a cost for that.  Are PICK 
Szeged Zrt. going to advertise or not, because if Pick ‘n Pay is going to advertise, 
there will be a cost for that.” 
 
Respondent Grant Brakhuizen:  “It is not set, and is flexible; rebate-structures 
vary from product to product. Rebate structures on basic food-stuff (such as 
sugar, milk, oil, rice, maize) would be less than a rebate structure of a high-end 
product like this salami.  The rebates from small suppliers would be less, 
because Pick ‘n Pay tries to help small suppliers establish themselves in the Pick 
‘n Pay stores. The average rebate is about five %.” 
 
 
SYNOPSIS: 
The respondents indicated that there are rebate structures in place for most 
retailers, which are tailor-made and negotiable.   Shoprite Checkers does not 
have a rebate-structure for imported products, and there were varied responses 
regarding the rebate-structure from respondents in the Woolworths-group.  It 
seems that the average rebate can be anything from five to twelve %.   
 
These findings are supported by information available from Carte Blanche, an 
investigative programme featured on M-Net.  During Bongani Bingwa’s interview 
on 12 July 2009, it was found that rebates may vary between three and eighteen 
%. The Carte Blanche web article was also accessed to verify the information 
(Grobler, 2009).  These would take the form of a discount on the price of the 
product.  However, “[d]etails of rebates are secret” (Barry in Grobler, 2009). 
 
 
Question:  Would you be prepared to market PICK salami? 
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SPAR Group Limited 
 
 
Respondent John Doubell:  “SPAR marketing is very simple, and works as 
follows: All SPAR stores are privately-owned. Each SPAR shop owner has to buy 
a certain percentage of goods from the warehouse. It does not help me just to 
put a product into this warehouse if that product is not going to sell. This 
distribution centre is a profit generating organisation, and I am prepared to 
market the product because it is SPAR’s best interest.  Whatever I have in this 
warehouse needs to sell, because of space constraints.  By putting a product into 
a SUPERSPAR advert, it means that the product will be in all the 
SUPERSPARS. There is not a SUPERSPAR owner who will have the product on 
an advert without having it in his/her store,  because the customers expect what 
is on the leaflet/advert to be in the SPAR store, otherwise they will get angry. So, 
once I put a product in SPAR adverts, it is assured that that product will be 
bought by SPAR owners.  It is a very simple and clever way to get my distribution 
sorted out and increases my distribution sales and stock turnover in this 
warehouse. I would not charge PICK Szeged Zrt. for that, because PICK 
company would not be my major supplier. A promotional picture usually costs 
about R7500 and that promotion leaflet lasts for two weeks. Over and above the 
leaflets there are press adds (put it into newspaper) which is more expensive 
than the leaflet and only lasts four days.” 
 
Respondent Glenn Wienand:  “Yes, I would be prepared to market it, but I 
would like assistance in this regard from the person from whom I am buying.  
Both of us should share the load equally, to make a success of the product. I 
speak  for  myself,  but  most  of  the  other  SPAR owners would agree with me.” 
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      Shoprite Checkers (Pty) Limited 
 
Respondent Victor Loftie-Eaton:  “We could market it with help from the supplier 
as they have the knowledge of the product.”  
  
Respondent Abri Swart:   “Yes, but we need help from the supplier of the 
perishable product.” 
 
Woolworths (Proprietary) Limited 
 
Respondent Richard Stockley:  “Yes, but we would market it exclusively under 
the Woolworths label. If Woolworths imports the product, we would want it to be 
exclusive to Woolworths as a retailer. What happens is that Woolworths has a 
deal with the overseas factory that Woolworths takes the product exclusively and 
that no other retailer sells that product.” 
 
Respondent Nicola Malan:  “Woolworths does not have the capacity to be 
able to take on any more new suppliers, but perhaps in the future, as Woolworths 
has a plan in place to extend our capacity in the future.” 
 
Respondent Tharesa Lötter:  “Woolworths would require that PICK salami is 
packed under the Woolworths name, therefore, PICK salami’s current packaging 
will need to be changed. Marketing is done under the Woolworths’ name, and we 
generally do not sell brand names in the perishable goods department.” 
 
Respondent Shaun Kopp:   “Woolworths business is about own branding. 
Anything  that  is  not  Woolworths  branded  will not be marketed by Woolworths.  
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For example, our Italian salami comes through to South Africa already packaged. 
They actually purchase the packaging with the Woolworths logos on it and all it 
says is it is a product of Italy. Woolworths does not sell one brand of perishable 
goods. Every single perishable item on Woolworths shelves are own branded 
items, marketed and branded as such.” 
 
     
Pick ‘n Pay Retailers (Pty) Limited 
 
Respondent Anthony Brown:  “Yes. It will be cheaper if Pick ‘n Pay markets 
the salami, because it will cost much more if the overseas company markets it. 
Obviously, we would ask assistance from the supplier, whether at point of sale, 
or via an information leaflet from them.” 
 
Respondent Grant Brakhuizen:  “Pick ‘n Pay expects the supplier to offer them 
a marketing fund that Pick ‘n Pay can use to market the suppliers products, on 
their behalf.  All Pick ‘n Pay stores must have the products advertised on Pick ‘n 
Pay adverts.” 
 
 
SYNOPSIS: 
It is evident that although all respondents would be willing to market the product, 
most would prefer assistance from the supplier.  This reinforces what has already 
been described in chapter one, section 2.2 / Distribution channels.  In this 
section, it is stated that suppliers must put a support-structure in place for the 
agents and retailers to ensure that a product reaches its target consumers (Dent, 
2008: 4).  Woolworths’ respondents stipulated that the product must be a 
Woolworths-branded product in order to market it in their stores.  On the other 
hand, Pick ‘n Pay’s respondents mentioned they will require assistance by 
means of a marketing fund for the product, which is also linked to their rebate 
structure. 
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Question:  Would it (PICK salami) be stocked in all the SPAR/Shoprite 
Checkers/Woolworths/Pick ‘n Pay shops or selected shops 
only?  
 
     
    SPAR Group Limited 
 
Respondent John Doubell:  “It will be stocked in selected stores. The three 
basic formats of SPAR stores are: SUPERSPAR (which can be in town or in the 
country), SPAR (which can be in the country, in towns or in rural areas) and 
KWIKSPAR (which can only be in town), determined according to their size and 
location. Eastern Cape has 94 SPAR stores. PICK salami will be placed in all 
thirteen town SUPERSPARS, ten selected town SPAR stores and in five or six 
selected KWIKSPARS. All these stores are higher income stores.” 
 
Respondent Glenn Wienand:  “We would only stock the product in selected 
shops. The LSM (living standard measure) in my store is ten, which is the highest 
LSM measure and means I am servicing a wealthy market. My guess is that 30% 
to 40 % of the 800 SPAR shops in South Africa are able to sell PICK salami.” 
 
            
        
Shoprite Checkers (Pty) Limited 
 
Respondent Victor Loftie-Eaton:  “Only selected stores would stock PICK. The 
product is of high value and quality and would only be sold in some higher end 
Checkers stores, and not at all in Shoprite stores.” 
 
Respondent Abri Swart:   “It will not be sold in the Shoprite stores. It will 
only be sold in some of the higher end Checkers stores. In the Eastern Cape and 
George areas there are approximately ten high-end Checkers stores at present 
and I am overseeing those areas.” 
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Woolworths (Proprietary) Limited 
 
Respondent Richard Stockley:  “The product will only be stocked in selected 
shops, approximately in 100 – 140 stores.” 
 
Respondent Nicola Malan:  “Depending on the price and customer profile, 
the product will be stocked only in selected shops. “ 
 
Respondent Tharesa Lötter:  “Woolworths generally stocks high pick-up 
price items in selected stores, and not all their stores. It would most probably be 
stocked in the top 40 stores (in total there are approximately 200 Woolworths 
stores). According to information that I have access to (received from Mintel, the 
company that does market research for Woolworths), Woolworths has between 
10-15% of the South African market.” 
 
Respondent Shaun Kopp:   “Only selected Woolworths store will stock the 
product. Please refer to Question six.” 
     
 
  Pick ‘n Pay Retailers (Pty) Limited 
 
Respondent Anthony Brown:  “The salami will be stocked in selected stores 
only.” 
 
Respondent Grant Brakhuizen:  “Pick ‘n Pay would place the product in 
selected stores. Pick ‘n Pay structures are decentralised and do not have a 
centralised buying structure where one person buys for all the 500 stores. Pick ‘n 
Pay  has  six  greater  units  and each  unit  runs  autonomously.  For this reason,  
 Chapter Four – Analysis and Research Findings 
121 
 
 
PICK Szeged Zrt. would have to come and present the product and I would say 
“yes” or “no”.  PICK Szeged Zrt. would then have to go to the other five 
separately to present the product and they make up their own minds. PICK 
Szeged Zrt. would have to go and see six different people to get to the 500 
stores. If the product is bought by one of the regional buyers and put on the Pick 
‘n Pay system, the product will be available to other regional buyers too.  The 
problem that I see with PICK salami is the shelf life and the price.  Otherwise this 
product is great and brilliant.  If the price can be fixed, I would be interested to 
stock the product. If PICK Szeged Zrt. for example comes to me and says, the 
salami is R100 per kg, I will bargain with them regarding the price.  PICK Szeged 
Zrt.’s first contact in South Africa must be Anthony Brown. He is in charge of the 
national operation and his job is to source new and innovative products for Pick 
‘n Pay stores.” 
 
 
SYNOPSIS: 
A common theme emerged during these interviews.  SPAR would stock PICK in 
their higher-income stores, and Shoprite Checkers would only stock PICK in 
selected Checkers stores.  Woolworths would initially stock this product in their 
premium stores, and once it is successful, it will be filtered to their other stores. 
All respondents agree that they would stock the product in selected stores.   
 
Question:  Does SPAR/Shoprite Checkers/Woolworths/Pick ‘n Pay prefers 
exclusive right to this product in South Africa? 
 
              
SPAR Group Limited 
 
Respondent John Doubell:  “Yes. I do not want to see the product in other 
chain stores. PICK salami is an exclusive brand and that brand should be 
associated with a store with ‘personality’ like the SPAR.”  
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Respondent Glenn Wienand:  “No, exclusivity does not matter to me. In my 
opinion, the service is more important than what is stocked by whom.” 
 
            
       
   Shoprite Checkers (Pty) Limited 
 
Respondent Victor Loftie-Eaton:  “Yes, exclusivity is important, as we only import 
on exclusive basis.”  
 
Respondent Abri Swart:   “There are exclusive rights on imported 
products, but at present no perishable goods are imported at Shoprite Checkers. 
It is currently being worked on. On the other hand, if goods are brought into 
South Africa by PICK Szeged Zrt., kept in their own distribution centres or 
warehouses, and afterwards purchased by Shoprite Checkers, there is no 
exclusive right at all on the purchased product.” 
 
  
   Woolworths (Proprietary) Limited 
 
Respondent Richard Stockley:  “Yes, exclusivity is important. Woolworths 
would prefer to deal with the supplier exclusively.” 
 
Respondent Nicola Malan:  “It depends on the product, but in most cases 
Woolworths does prefer exclusivity, therefore, the answer is: yes.” 
 
Respondent Tharesa Lötter:  “Yes. Generally, Woolworths would prefer to 
deal with the supplier exclusively, but there might be some leeway with 
negotiation on the period of the exclusivity.” 
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Respondent Shaun Kopp:   “Woolworths would prefer exclusive rights for a 
product like that.” 
    
 
Pick ‘n Pay Retailers (Pty) Limited 
 
Respondent Anthony Brown:  “Yes. Exclusivity is one of the first things Pick 
‘n Pay negotiates when they are interested in a product. If that cannot be done, 
then we will talk about whether it can be branded as Pick ‘n Pay’s brand.  In my 
opinion, other salamis in South Africa are very poor and there is a need for a far 
better product. The need for better products is growing in South Africa.”  
 
Respondent Grant Brakhuizen: “Yes, we prefer to have the exclusive rights to a 
product like this.” 
 
 
SYNOPSIS: 
During these interviews, it became clear that exclusivity is the first thing that 
these supermarket chains would negotiate, as they prefer to have sole rights to 
stock products like this.  If it is not possible to stock the merchandise exclusively, 
then Pick ‘n Pay stores would negotiate the possibility of re-branding the product 
under their own name.  In the case of Woolworths, they require that the supplier 
deals with them exclusively and that PICK salami is branded as Woolworths’ 
merchandise.  The regional buyer for SPAR Eastern Cape also confirmed that he 
does “not want to see the product in other chain stores”.  The only respondent 
who was not concerned with exclusivity is Glenn Wienand, who owns one 
SUPERSPAR franchise.  At the time of the interview, Shoprite Checkers were 
not importing perishable goods.  There may, however, be an option for PICK 
Szeged Zrt. to import and store their own product, in which case Shoprite 
Checkers  may  buy  it  from  PICK  without  considering  exclusivity. 
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Kotler and Armstrong (2008: 349, 352) corroborate these findings and explain 
that producers and wholesalers often like to arrange exclusive dealings for their 
products because it can be beneficial to all parties involved.  Exclusive 
arrangements are beneficial to the seller, in this case, PICK Szeged Zrt., as the 
seller attains a more reliable outlet.  Simultaneously, the retailer or wholesaler, 
such as SPAR Group Limited, gains a constant supply and increased support 
from the seller.  The producer may choose to make a supply-agreement with one 
dealer only in a given area.  Exclusive dealing is also beneficial as it enhances 
the image of the product and so enables increased mark-ups, which would be 
beneficial to both the PICK Szeged Zrt. and SPAR Group Limited.  
4.3.4 Secondary objective four 
 
Which aspects of the product do the retailers regard positively and which 
negatively?  
 
Respondents’ answers to questions are transcribed verbatim in an attempt to 
research the above objective.     
 
Question:  Which aspects of the product would appeal to you besides the 
  need to make a profit? 
 
     
SPAR Group Limited 
 
Respondent John Doubell:  “Two things: Firstly, it is authentic and special. 
Secondly, it has a nice story to it, as it has been around for the last 139 years. 
Another appealing aspect is the quality and PICK salami fits perfectly into SPAR 
business. Price may be an issue as, firstly, there is the cost of the product; then 
airfare costs, as that is normally the main transportation method; and importer 
cost, which must also be included.  The  importer  has  to transport the product to  
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the main distribution centres and this is another cost called transportation cost. 
Then there is an agent/specialist handling fee. The agent is quite important as 
any  distribution centre manager is reluctant to put something into the warehouse  
that is not going to have people talking about it on the ground, in the stores. It 
needs that sales support system. The rebate, then PICK Company’s profit and 
finally the selling price must all be calculated. I am interested in knowing whether 
PICK Company is willing to give special prices on bulk buys.” 
 
Respondent Glenn Wienand:  “It is a unique and interesting product and a 
person may say: ‘Let me try it’. The packaging looks interesting and attractive.  I 
believe that you need to have a selection of stock.” 
 
 
           
      
Shoprite Checkers (Pty) Limited 
 
Respondent Victor Loftie-Eaton:  “To increase our current range and to create a 
nice display in our Deli appeals to me. The product would be exclusive to our 
stores, so consumers would have to stop and shop at our stores if they want the 
product.” 
 
Respondent Abri Swart:   “It is an exclusive and unique product, with 
high value and quality, and, therefore, would increase Shoprite Checkers’ 
product range and image. The packaging is attractive and makes people want to 
buy it and try it. That particular salami has sex appeal, and will appeal to people 
with a higher living standard.” 
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 Woolworths (Proprietary) Limited 
 
Respondent Richard Stockley:  “It would appeal to me if the eating quality of 
the product is exclusive. Quality in relation to the price is important. The actual 
labelling is appealing, keeping in mind that the art work would be changed by 
Woolworths. Woolworths would not keep the products original labelling. A long 
shelf life would also appeal to me.” 
 
Respondent Nicola Malan:  “The customer satisfaction would appeal to me, 
as well as completing Woolworths’ existing product range. If there is support 
regarding the overall food strategy, it would be positive. The appearance of the 
product is appealing.” 
 
Respondent Tharesa Lötter:  “PICK salami would expand Woolworths’ 
current range. It would also build the Woolworths brand as Woolworths will have 
more products from around the world.”  
 
Respondent Shaun Kopp:   “In my personal opinion its authenticity and 
quality will appeal to Woolworths’ customers and to me too. I love salami and 
through my grandfather (from Austria) I know about the Hungarian taste which I 
love!” 
     
Pick ‘n Pay Retailers (Pty) Limited 
 
Respondent Anthony Brown:  “This product is unique and it is air-dried, and it 
would be particularly appealing if there can be negotiations regarding exclusivity.” 
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Respondent Grant Brakhuizen:  “The quality and the exclusivity of the product 
appeals to me.” 
 
 
SYNOPSIS: 
During these interviews, it became clear that PICK appeals to all the 
respondents. SPAR and the Woolworths interviewees draw attention to the fact 
that it is an authentic, unique product with a 139-year history.  All respondents 
find the packaging attractive, which harmonises with the image for their stores. 
Simultaneously, they are able to increase their stores’ product range.  
 
The respondent from Pick ‘n Pay called it a “brilliant product”, and pointed out 
that it is not processed in any way, which makes it different to the products 
currently available.  One Woolworths’ respondent focused on the products’ shelf 
life and quality in relation to its price, believing that consumers will be attracted to 
these merits. The representative from Shoprite Checkers affirmed this by saying 
that, as it is a luxury item, the product will draw people into the store to purchase 
it.   
 
Food quality has become increasingly important in South African supermarkets.  
They have implemented systems, which are based on the European retailer 
consortium’s EureGAP system, to ensure consistent quality and cost 
effectiveness of food (Louw et al, 2008:294).  These findings support those in 
chapter two, section 2.7/ Food retailing in South Africa. 
4.3.5 Summary of responses  
 
For the sake of clarity and comparitive interpretation, the essence of the 
information gathered from the interviews is presented in tabular format (see 
Tables 4.2 (A) and (B)). 
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TABLE 4.2:  SUMMARISED RESPONSES FROM PARTICIPANTS (A) 
 
 
    
                              EASTERN CAPE 
                    DISTRIBUTION CENTER P.E. 
               COLLECTIVE VOICE OF J.  Doubell 
       Buyer and A SUPERSPAR FRANCHISE OWNER 
 
 
 
                             Head Office - Cape Town 
   COLLECTIVE VOICE OF V.  Loftie-Eaton Global Sourcing 
                       Executive and A STAFF MEMBER 
South Africa's 
food law 
restrictions 
There are no food law restrictions on products 
from Europe.  HACCP accreditation and  
annual re-accreditation of the factory is vital. 
Food law restrictions are controlled by the 
Department of Agriculture, from whom suppliers  
may apply for an import permit. 
Product 
knowledge 
needed by 
buyers 
The quality, smell, taste, texture and the  
flavour of the product, as well as price and  
the effect of bulk-buying on the price are 
important. 
The ingredients, price and customer base of the 
product are important, as are distribution and  
storage requirements. The reliability and 
contributions towards staff-training and marketing 
from the supplier must be known, as well as the 
policy regarding returns and unsold stock. 
Rebate 
structures 
The rebate structure for the local distribution 
centre in the Eastern Cape is tailor-made 
according to each of their supplier, but in  
total will not add up to more than 12%.  The  
rebates of franchise owners depend on how  
they buy the product. 
There is no rebate structure for imported products, 
but rebates exist for local suppliers. 
Willingness to 
market PICK 
salami 
The SPAR Eastern Cape distribution centre is 
prepared to market the product in various  
ways, as they believe that good marketing  
leads to good turnover. Should franchisees  
buy PICK directly from the supplier, they  
would require assistance with marketing. 
Shoprite Checkers would be willing to market the 
product, but would require help from the supplier. 
Most  
appealing  
aspect of  
PICK salami 
It is an authentic, unique product with a long 
history. The attractive packaging fits into the 
SPAR business strategy, image, and product 
range. 
PICK salami would increase the stores' product 
range, create appealing displays in the deli  
section, as the packaging is attractive. The quality  
important, because luxury items elevate the  
image of the store. 
  Volumes 
  Considered 
Both the Eastern Cape Distribution Centre  
and the franchisee owner would initially order  
a minimal amount.  The former would initially  
order approximately 600 kg of PICK salami  
and may consider ordering products from  
three or four other PICK ranges. 
The volume bought by Shoprite Checkers will 
depend on: the price, the product's shelf life and  
the amount of stores that will sell the product. 
Shop  
Selection 
Only higher income stores would be selected, 
including: 13 SUPERSPARS stores, 10  
selected SPAR stores and 5 or 6 selected 
KWIKSPAR stores in the Eastern Cape. 
Selected higher-end Checkers stores will stock  
this product, but no Shoprite stores. 
Exclusivity 
The Eastern Cape Distribution Centre would 
prefer PICK to be available exclusively from 
SPAR stores. The franchise owner, however, 
considers exclusivity to be irrelevant. 
Only import goods on an exclusive basis.  
However, if goods are brought into South Africa  
by the supplier and kept in their own distribution 
centres, there is no exclusive right on the  
purchased product if it is then purchased by  
Shoprite Checkers.  
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TABLE 4.2:  SUMMARISED RESPONSES FROM PARTICIPANTS (B) 
 
 
 
(Proprietary) Limited Cape Town 
COLLECTIVE VOICE OF  R. Stockley 
Head of customer product development, new business 
and food  service  and OTHER STAFF MEMBERS 
 
 
 
Head Office- Johannesburg 
COLLECTIVE VOICE OF A. Brown  
General Manager Deli and OTHER STAFF MEMBER 
South 
Africa's 
food law 
restrictions 
There are import restrictions regarding beef, 
but not pork products. Products must be 
approved by the Department of Agriculture, 
and have a health and hygiene certificate 
from the country of its origin. 
The South African Bureau of Standards (SABS) 
allows a product into the country.  Pick ’n Pay 
requires authentic certification to ascertain that a 
product is ISO 9001:2000 and HACCP-accredited, 
and that it is produced in a food-safe factory. 
Product 
knowledge 
needed by 
buyers 
Woolworths must know whether the product 
accreditations (ISO 9001:2000 and HACCP) 
are audited, and their own auditors may 
inspect the production facility.  The ethical 
and safety procedures of the company, the 
ingredients, preservatives in the product, as 
well as the price, shelf life, taste, product 
quality and origin, and customer demand are 
important. The volumes required to make 
importation viable must also be known. 
The most important aspect of the product that the 
buyer needs to know is the cost.  As a quality 
product, the buyer needs to determine whether it 
can be sold at a reasonable price. The distribution 
plan for the product is vital, as, at the time of the 
interview, Pick ’n Pay's distribution centre was not 
yet capable of distributing imported perishable 
goods. 
Rebate 
structures 
Only buyers know the rebate structures, 
which can be between 7 and 9%. 
There is a flexible rebate structure at Pick 'n Pay, 
which depends on various factors. The average 
rebate is about five %. 
Willingness 
to market 
PICK salami 
Woolworths would market PICK salami, but 
only as a Woolworths-branded product, as 
they only sell self-branded perishable goods. 
Pick ’n Pay may require assistance from the 
supplier when marketing PICK.  Pick 'n Pay would 
expect the supplier to offer them a marketing fund, 
which is linked to the rebate structure. 
Most 
appealing 
aspect of 
PICK salami 
The authenticity, appearance, shelf-life and 
quality of the product will appeal to 
customers. The inclusion of an international 
quality product in their range will add to the 
Woolworths brand-name. 
This product is unique and exclusive.  It is brilliant, 
because it is not processed in any way, but air-
dried and created with a 140-year old recipe. 
 Volumes 
 considered 
The volumes bought would depend on cost, 
value, profit margins, the shelf life of the 
product, and volumes may vary. 
Pick 'n Pay would order a minimum amount of this 
product: approximately 75kg – 100kg per selected 
store. 
Shop 
selection 
Because PICK salami is a premium product, 
it will be stocked by selected stores 
(approximately 100-140) only at first. If the 
product is successful, it will be stocked by 
other stores. 
The salami will be stocked only in selected stores. 
Factors such as cost influence which stores stock 
specific products. 
 
Exclusivity 
Exclusivity is a serious consideration for 
Woolworths as to whether they will stock a 
product. 
 
Exclusivity is important to Pick 'n Pay. If the 
supplier cannot guarantee exclusivity, Pick 'n Pay 
may request that the product be packaged under its 
own brand. 
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4.4 CONCLUSION 
 
In this chapter, the results which originated from the empirical analysis have 
been discussed. The data collected has been comprehensively analysed with the 
aim of resolving and fulfilling the research objectives that were identified in 
chapter one of this treatise.  
 
The next chapter will conclude the treatise, draw conclusions and make 
recommendations. Opportunities for further research and limitations of this study 
will also be discussed. 
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CHAPTER FIVE  
CONCLUSIONS AND RECOMMENDATIONS 
 
 
5.1 INTRODUCTION 
 
Chapter four presented and analysed the research study’s findings.  These 
findings were then related to the literature reviewed in chapters two and three.   
 
Chapter five draws conclusions from  the research findings and makes   
recommendations for  the implementation of a modus operandi  to place PICK 
salami on  South African supermarket shelves.  The retail outlet most suitable to 
market the product will be identified and the reasons for its suitability provided.  
In addition, the distribution channel most appropriate for the product will be 
discussed.  The chapter also explores opportunities for future research and 
concludes with a summary.   
 
  
5.2 SYNOPSIS OF THE STUDY  
 
The synopsis of the study will include a summary of the primary and secondary 
objectives of the research.  An overview of the context and rationale for the study 
was provided in chapter one with the aim to investigate these objectives.  The 
overarching focus of this chapter is to outline the main findings of the research, 
which are derived from an analysis of the theory in chapter two and the findings 
in chapter four. The researcher will then conclude and make recommendations 
based on these findings.  
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5.2.1 Primary and Secondary objectives  
 
As stated in chapter one, the primary objective of the research study is: 
 
to conduct a need analysis of selected retailers to identify an appropriate 
distribution channel for an imported meat product in South Africa. 
 
The four secondary objectives proposed as possible responses to the primary 
objective of the research, included: 
 
• Secondary objective one 
What issues need to be addressed by the exporter to land the product in South 
Africa? 
 
• Secondary objective two 
Who could be a potential retail distributor? 
 
• Secondary objective three 
What criteria would a distribution-channel member prescribe? 
 
• Secondary objective four 
Which aspects of the product do the retailers regard positively and which 
negatively? 
 
The answers to these secondary objectives were determined by analysing and 
clarifying the findings of the quantitative study.  
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5.2.2  Main findings of the study 
 
The main findings of the study include: 
• issues that need to be addressed by the exporter to land the product in South 
Africa 
• identification of a  potential retail distributor 
• criteria a distribution-channel member would prescribe 
• aspects of the product that retailers regarded positively and negatively. 
 
These main findings are discussed in detail below:  
 
5.2.2.1 Issues  that  need  to  be  addressed  by  the  exporter  to  land  PICK 
            salami in South Africa 
 
Before the product can be exported to South Africa, PICK Szeged Zrt. should  
ask the vital question whether  there is a need for PICK salami in South Africa. In 
chapter two (see section 2.1.1/ Needs – Core Concepts),  Gupta, et al (2007:14) 
defined  a need  as determining whether there is a gap between current and 
desired conditions. Therefore, to ascertain whether there is a gap or market for 
PICK  salami in South Africa, a need analysis was conducted and in chapter four, 
the results of the  analysis are described.  The research findings revealed that 
100% of the respondents believed that there was a need for a high-quality and 
authentic product like PICK salami and stated that it would be feasible to import 
it.   
  
Once it had been established that there was a need for PICK salami in South 
Africa,  enquiries were made about legal restrictions that are in place. Particularly 
relevant  to  the  restrictions  is  the fact that PICK salami  is a perishable product  
 
 
 Chapter Five – Conclusions and Recommendations 
134 
 
 
which has not been exposed to heat.  The regulations that apply to PICK salami, 
including health and safety procedures, as well as legal procedures concerning 
importing it, are discussed in chapter two (see section 2.3.3 Restrictions 
regarding importation of animal products).    
  
Information regarding legalities applicable to PICK salami were received from the 
Department of Agriculture, the Department of Health, as well as a top South 
African importer and distributor of Italian foods,  Rialto Foods (see 
correspondence in Annexure C, D and E). From this information, it  can be 
deduced that, should PICK choose to export their product, they would have to:  
 
• apply for an Import Permit from the Department of Agriculture 
• ensure that a health certificate is completed by their veterinarian, who must 
ensure that legalities are met 
• submit the original documents to customs, where the cargo will be kept until 
the State Veterinarian clears and releases their product. 
 
In addition to the need analysis and legal procedures investigated, the suitability 
of an existing distribution channel was an  important issue that needed to  be 
addressed by PICK Szeged Zrt. before exporting their product to South Africa. 
Therefore,  the four largest retailers’ distribution channels in South Africa were 
investigated to choose the most viable and appropriate one. Most importantly, 
the selected channel needed to ensure that  PICK salami  reached its target 
consumers and, once established, support it so that  its market share can grow. 
The findings  of the study revealed that only the SPAR Group Limited distribution 
channel had the capacity and compatible distribution structure in place to  market  
a unique and authentic perishable product such as PICK salami. 
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5.2.2.2 Identification of a potential retail distributor 
 
All four retail chain respondents expressed the view that if the correct 
infrastructure existed in a market, there would be  place for new products. At the 
time of the interviews, the Shoprite Checkers (Pty) Limited respondents stated 
that they were not importing perishable products. On the other hand, participants 
from Woolworths (Pty) Limited explained that they imported perishable goods 
through an outside firm; an importer called Rialto Foods. Furthermore, these 
participants indicated that they imported exclusively from a limited number of 
approved suppliers which might be extended in the near future but not at present. 
A Pick ’n Pay Retailers (Pty) Limited participant commented that their distribution 
centre was new and that they were addressing system problems at that time. 
Another challenge that they faced was that a product like PICK salami had never 
been imported by them before. For that reason, Pick ’n Pay Retailers (Pty) 
Limited would prefer to buy PICK salami from a local agent who could distribute 
on behalf of PICK Szeged Zrt.   
 
Finally, the research findings identified  SPAR Group Limited as  the most 
appropriate distribution channel  for PICK salami in South Africa. SPAR Group 
Limited’s distribution centres “centrally source and internally distribute” 
merchandise from contracted suppliers (Louw et al, 2008: 294) (see section 
2.7/Target Market Selection). These findings suggest that the SPAR Group 
Limited distribution channel is the most viable, as their core strengths were 
identified as:  
 
• possessing six modern and efficiently-operating distribution centres (for 
example, using voice-activated picking processes). These distribution centres 
are  strategically located close to major metropolitan areas to provide efficient  
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services to their retail stores across South Africa. These findings are 
supported by the supermarket’s annual financial statements which are 
audited by Deloitte & Touche Registered Auditors (The SPAR Group Limited 
Annual Report, 2007: 1, 8 & 2008: 3). 
• having a distribution centre in the Eastern Cape that is adequately prepared 
to buy and distribute a perishable product such as PICK salami according to 
John Doubell (SPAR regional buyer).  
• having an extremely positive response to marketing the product as John 
Doubell (SPAR regional buyer) states that   he “would definitely consider 
putting PICK salami on SPAR shelves” (see section 4.3.2/ Secondary 
objective two).   
• being willing and interested in  purchasing PICK  salami in the Eastern Cape 
and including it in the SPAR distribution system. This could also lead to the 
introduction of PICK products to the rest of the country via the other five 
SPAR Group Limited distribution centres.  
• having the ability to capture large core-target audiences through various types 
of stores is advantageous for the  SPAR Group Limited distribution channel 
as different stores can  target different income levels.  For example, 
SUPERSPAR stores as well as selected SPAR and KWIKSPAR stores target  
high-end markets, which gives PICK the advantage of being able to target 
upper- income consumers. 
 
5.2.2.3 Criteria a distribution-channel member would prescribe 
 
In general, the criteria prescribed by all four supermarket chains’ respondents 
included rebate structures, marketing, exclusivity and shop selection. As shown 
in Table 4.2, rebates are worked out between the stores and suppliers.  While a 
retail chain such as Shoprite Checkers (Pty) Limited does not have rebate 
structures in place for imported products, they do for local products. The other 
three  supermarket  chains  specify  rebate-percentages between five and twelve.  
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For instance, Pick ’n Pay Retailers (Pty) Limited have flexible rebate structures, 
with an average rebate of five%.  
 
On the other hand, the SPAR Group Limited’s rebate structure is tailor-made on 
an individual basis to each of their suppliers, and, in total, do not add up to more 
than 12%. In the case of Woolworths (Pty) Limited, there were contradictions in  
their respondents’ answers regarding whether information about their rebate 
structure may be made available. In spite of this, the findings based on the 
interview with respondent Richard Stockley (Woolworths (Proprietary) Limited / 
Head of Customer Product Development, New Business and Food Services) 
indicated that rebates  could  vary between seven and nine %.  
 
Most supermarket chains would also like assistance with the marketing of the 
product. This is sometimes linked to the rebate structure.  Pick ’n Pay Retailers 
(Pty) Limited, for instance, expect suppliers to offer them a marketing fund which 
could  be used to market the supplier’s products. Additionally, they might  request 
assistance at the point of sale, or ask for information leaflets from the supplier.  In 
contrast, the SPAR Group Limited Eastern Cape distribution centre buyer 
explained that he was  “prepared to market the product because it is in SPAR’s 
best interest”.  He also “would not charge PICK Szeged for it as PICK Company 
would not be [his] major supplier”. However, he drew attention to the fact that, to 
introduce PICK salami to all the SPAR regional buyers, PICK Szeged Zrt. would 
need “to stimulate these buyer’s senses, including touch, feel, look, smell and 
taste” (see section 4.3.2 / Secondary objective two). Another important point 
which the interviews highlighted was  that the SPAR shop owners would like 
assistance to make a success of PICK salami in South Africa.  Shoprite 
Checkers (Pty) Limited would also require help from the supplier as they believed 
PICK Szeged Zrt. to have the necessary knowledge of the product. The 
significant  exception  to  these  findings was the response from Woolworths (Pty)  
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Limited as Woolworths would only market goods that were branded as 
Woolworths products.   
 
The research findings also revealed that exclusivity was another major condition 
that all the supermarket representatives would prescribe before stocking PICK 
salami. In the case of Woolworths (Pty) Limited, exclusivity was a serious 
consideration but it would be strictly under the Woolworth’s brand. In contrast, 
Pick ’n Pay Retailers (Pty) Limited would brand PICK salami as an in-house 
product if exclusivity could not be guaranteed.  According to Shoprite Checkers 
(Pty) Limited Eastern Cape Regional Buyer Abri Swart, exclusivity could be 
waived for their retail chain if PICK salami were imported by the supplier and 
stock was available for purchase from local warehouses. Respondent John 
Doubell from the SPAR Group Limited Eastern Cape distribution centre stated 
that he did “not want to see the product in other chain stores. PICK salami is an 
exclusive brand and that brand should be associated with [a store with] 
personality like the SPAR”.   
 
Finally, owing to factors such as cost and the premium quality of the product, 
there was a strong correlation in the final criteria voiced by the respondents from 
the four major South African supermarket chains.  They all stipulated that PICK 
salami would only be stocked in their high-end stores.   
 
5.2.2.4 Aspects  of  the   product   that   retailers   regarded   positively   and 
            negatively 
 
All of the participants’ responses to PICK salami were overwhelmingly positive 
and they were all excited about the product. The findings revealed that the 
important points highlighted by all the interviewees were that there were no local 
competitors for an international high-quality salami such as PICK; that the brand 
name  was new,  and;  that  its  authenticity  appealed  to  them.   In  addition, the  
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140-year history of PICK salami, its attractive packaging, that it can be air-dried 
and  has a 90-day long shelf-life, added to  the product’s appeal.  Anthony Brown 
from Pick ’n Pay Retailers (Pty) Limited even referred to it as “brilliant”. Similarly, 
Shaun Kopp from Woolworths (Pty) Limited revealed that “he loves salami and 
through [his] grandfather (from Austria) [he] knows about the Hungarian taste 
which [he] loves!” 
 
In addition to highlighting the authenticity, uniqueness and long history of PICK, 
the SPAR Group Limited respondents emphasised that PICK salami’s attractive 
packaging fitted into the SPAR business strategy, image, and product range. The 
respondents from Shoprite Checkers (Pty) Limited were of the opinion that a 
high-quality luxury item such as PICK salami would elevate the image of their 
stores. Therefore, this EU-branded product would be a positive attribute to any of 
the South African stores current product-range.    
 
5.3 CONCLUSIONS 
 
In chapter two, the researcher highlighted that globalisation had changed the 
nature of competition by providing greater international access to markets 
(Fifield, 2007: 165).  This trend created further opportunities for companies (such 
as PICK Szeged Zrt.) to select potential target markets, even in distant locations 
such as South Africa.  PICK Szeged Zrt.  would also be able to segment, analyse 
as well as profile these markets to acquire a properly-tailored marketing mix 
(Simpson in Hoffman et al, 2005: 242). 
 
The purpose of this study was to conduct a need analysis and to select an 
appropriate distribution channel for an imported meat product, namely PICK 
salami, in South Africa.  Therefore, an extensive need analysis was conducted to 
determine whether a need for such a product existed, and which distribution 
channel  would  be  most  suitable if it were imported to South Africa.  In addition,  
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various issues (namely, health and safety requirements and legal procedures) 
that needed to be addressed by the exporter were also investigated. This 
investigative approach was consistent with and reflected on the theory of Kotabe 
and Helsen (2008: 536), who explain that, prior to exporting a product to a 
foreign country, an exporter must gain knowledge about the overseas market 
(namely, the clients, market needs, and competitors).  According to Kotabe and 
Helsen’s (2008: 536) theory, an exporter must also have “institutional knowledge” 
(namely, government, institutional framework, rules, norms, and values) as well 
as “develop operational knowledge” (namely, capabilities and resources to 
engage in international operations). 
 
The research findings further indicated that PICK salami would sell in South 
Africa as there was need for the product, a viable market, and an appropriate 
physical infrastructure (namely, distribution channels, transportation network, and 
communication system).  This was confirmed by the International Federation of 
Football Association’s (FIFA) decision to host the Soccer World Cup in South 
Africa in 2010.  Prior to choosing South Africa as the first country to host this 
event on the African continent, they studied what the country already offered in 
terms of transport-, telecommunications-, tourism- and sporting infrastructure. In 
addition, South Africa would spend another R5.2 billion on improving its airports, 
and another R3.5 billion to upgrade its existing road and rail networks 
(SouthAfrica.info, 2009).  Most importantly, as indicated by the consulting firm 
Grant Thornton, the World Cup would inject approximately R21.3 billion into the 
South African economy.  This should generate about R12.7 billion in direct 
spending as well as create 159 000 new jobs in South Africa, leading to an 
additional increase in purchasing power (SouthAfrica.info, 2009). 
 
In addition to these positive findings, the research also revealed that there were 
various legalities and procedures that also needed to be followed. Firstly, before 
allowing   the   product   into   this   country,   the   South  African  Department  of  
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Agriculture would evaluate it prior to granting PICK Szeged Zrt. an import permit. 
Secondly, once PICK salami was brought into the country, the South African 
Department of Health would check it to verify aspects of the merchandise (see 
2.3.3 / Restrictions regarding importation of animal products). These findings are 
consistent with the assertions made by Kotabe and Helsen (2008: 543), who 
explain that the exporter has to ascertain whether the product can be imported 
because the country of destination has laws that can stop the contract, should 
the merchandise not adhere to licensing laws. 
 
It can be further concluded from the main findings that the SPAR Group Limited 
would be the most appropriate match to meet PICK salami’s segmentation- 
(niche), targeting- (focused marketing) and positioning (high price/ high quality) 
needs in the South African market.  These findings reflected firstly the theory of 
Fifeld (2007: 164), who argues that market segmentation is a “must-have tool” for 
companies to compete successfully and to remain significant in their chosen 
market. Secondly, as proposed by Simpson in Hoffman et al (2005: 254), once 
the target market has been determined and their needs identified, the most 
appropriate positioning strategy can be decided on.  These theories could all be 
applied to this research in that a niche market has been identified, while focused 
marketing would be used to position the product as a high-price/high-quality 
consumable.  
 
Furthermore, the research findings concluded that there were no competitors for 
a high-quality meat product such as PICK salami in the South African market. 
The PICK brand name was new and the buyers interviewed were excited about it 
as PICK salami is an authentic product.  In addition, SPAR Group Limited has 
been selected as the most appropriate distributor for PICK salami.  Their 
distribution channel meets all the traditional requirements for PICK Szeged Zrt.  
A selective distribution channel could be seen as the most suitable way to import 
PICK salami  and  this  is  confirmed  by  Hoffman et al’s  theory (2005: 273, 355)  
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which states that “selective distribution uses less intermediaries”.  A selective 
distribution channel is also associated with more expensive shopping goods and, 
in contrast to convenience products, consumers compare the prices and benefits 
of these shopping goods, which often have similar qualities. 
 
The findings further show that some of the main competitive advantages of 
SPAR Group Limited as a distribution channel include their modern infrastructure 
which enable them to deal with high-quality perishable products;  having 
international outlets in neighbouring countries; and  having an excellent supply-
chain management and effective marketing channels  in place.  Should PICK 
Szeged Zrt. decide to import their product to South Africa, they would need to 
deal directly with the SPAR distribution channel (wholesaler) and regional buyer, 
John Doubell.  He would then sell the product to selected SPAR shops in the 
Eastern Cape region as John Doubell strongly believes that the SPAR Eastern 
Cape distribution centre is adequately prepared to buy and distribute a 
perishable product such as PICK salami. In addition, including PICK salami in the 
SPAR distribution system could also lead to the introduction of PICK to the rest 
of the country through the other five SPAR Group Limited distribution centres.  
These findings were in harmony with those of Stokes and Lomax (2008: 368) 
who explain that one of the advantages of using an intermediary such as a 
wholesaler is that they often work “in a geographic area where they understand 
the business environment and have good local contacts”. If a company would like 
to develop their brand in areas in which they have little knowledge, it would 
benefit them to use the know-how and acquaintances of a local intermediary, at 
least temporarily.  
 
These research findings support the recommendation that it is viable for PICK 
Szeged Zrt. to export their product to the South African market. 
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5.4 STUDY PROBLEMS AND LIMITATIONS 
 
The researcher experienced minor problems and few restrictions while 
conducting the study.  The few restrictions that arose had a limited impact on the 
research. 
 
The participants who were interviewed during this research were all corporate 
professionals at the executive level, as they were mainly head- or regional 
buyers for their companies.  Their positions, buying power and knowledge were 
crucial factors which ensured the validity of the study, as they were very familiar 
with the processes involved when buying products.  This reduced the limitations 
of the information provided for the research, and even though the sample size 
was limited to ten respondents, the response rate was 100%. 
 
Although most of the participants provided in-depth responses when answering 
the research questions, some may have limited their responses in order to focus 
on their corporate responsibilities.  Five of the interviews were conducted on a 
face-to-face basis; four were carried out telephonically and one was conducted 
electronically.  Any queries regarding the researcher’s interpretation of the 
information were dealt with telephonically. 
 
In the case of SPAR Group Limited, one SUPERSPAR franchise owner and one 
regional buyer were consulted.  The Eastern Cape Regional Buyer was the only 
participant interviewed from the SPAR distribution centre owing to practical 
restraints.  Should PICK salami be accepted by this buyer, it would immediately 
become available to all other regions via the SPAR distribution centre system.  
However, it may be advisable to conduct additional interviews with regional 
buyers countrywide before importing PICK to South Africa.     
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5.5 RECOMMENDATIONS  
 
The core objective of this investigation was to conduct a need analysis of 
selected retailers to identify an appropriate distribution channel for an imported 
meat product in South Africa. To achieve this objective, relevant literature was 
surveyed and an in-depth qualitative data-collection methodology used. 
Secondly, comprehensive case studies were conducted at the four largest retail 
chains in South Africa.  The evaluation of the results revealed that all the 
participants (100%) at the selected supermarket chains identified that there was 
a clear void in the market for a high-quality meat product such as PICK salami. 
Therefore, a potential collaborative business and growth opportunity between 
PICK Szeged Zrt. and South African supermarkets is possible.  
Recommendations were based on the study’s findings.  
 
5.5.1 Recommendations for PICK Szeged Zrt. 
 
Six main recommendations for PICK Szeged Zrt. were identified.    
 
Firstly, the researcher recommends that PICK Szeged Zrt. contacts the South 
African Department of Agriculture (at http://www.daff.gov.za/ or 
http://www.capegateway.gov.za/eng/directories/services/11429/6759#01) to 
apply for an import permit.  This will also enable them to ask any questions that 
they may still have regarding the specific restrictions and procedures applicable 
to the importing of meat products.  Alternatively, Dr Michelle Lewis, State 
Veterinarian in the Import Export Policy Unit, may be contacted at 
MichelleL@nda.agric.za (see correspondence in Annexure C).   
 
Secondly, it is also recommended that PICK Szeged Zrt. liaises with the SPAR 
Group Limited by contacting John Doubell in the Eastern Cape.  John Doubell  
can  advise  PICK on whom to contact in the other five SPAR regional distribution  
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centres in South Africa.  It is essential to form a good relationship with each of 
the other five regional SPAR buyers as they would be a valuable source of 
knowledge when choosing the best and most appropriate local SPAR agents 
(rack jobbers) to distribute PICK salami. It is thus vital to gain their expertise, 
develop mutual trust and loyalty, and communicate effectively with them. SPAR’s 
distribution channels also have the ability to influence the future growth of SPAR 
Group Limited and PICK salami in the South African market positively as well as 
contribute to the profitability of their potential business ventures.     
 
Thirdly, it is recommended that PICK salami be introduced to the South African 
market quickly and effectively as new personnel will have to be appointed and 
trained, which could be the SPAR agents (rack jobbers). Each SPAR distribution 
centre (wholesaler) also has the function of outsourcing to SPAR agents (rack 
jobbers) for merchandising. The top agents to choose would be those with whom 
the regional SPAR buyers prefer to deal. Thus, this process will create and 
sustain employment which is a significant benefit for all the stakeholders 
involved, especially during the current economic downturn. The sub-contracted 
third-party SPAR agents (rack jobbers) would be contractually responsible for 
activities such as: checking stock levels, filling shelves, verifying pricing, ensuring 
correct labelling, the proper positioning of the product, and adapting the 
promotions to SPAR specifications. The training and development of selected 
SPAR agents (rack jobbers) is vitally important for both parties, especially in the 
initial stages, to successfully service new customers and to achieve a fast and 
effective distribution process. Therefore, it would be essential that PICK Szeged 
Zrt.  train these agents in a manner that ensures that they sincerely believe in-, 
and are committed to, PICK salami. Once they have faith in the product, it would 
be easier for them to be positive and convincing when selling and talking about 
PICK salami to potential consumers.  
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Fourthly, the researcher recommends that PICK Szeged Zrt. makes use of the 
unique opportunity available in the form of the 2010 Soccer World Cup.  More 
importantly, the ideal would be to introduce PICK salami to the South African 
market before this event occurred.  To do this, PICK Szeged Zrt. needs to 
contact John Doubell from the SPAR Group Limited at the Eastern Cape 
Distribution Centre. In chapter four, Table 4.2  summarises the research study 
participants’ responses and illustrated PICK salami’s potential in the South 
African market.   
 
In addition, during the 2010 World Cup, PICK salami would have the advantage 
of increased and multiple free exposure in South Africa as South Africa will be 
the centre of the world’s attention for four consecutive weeks. Billions of 
television viewers, an approximated three million international visitors as well as 
the most influential people in the world’s sporting media will be visiting the 
southern tip of Africa.  If PICK salami were  on South African supermarket 
shelves, this Hungarian product would  get international publicity owing  to the 
anticipated three million visitors expected for this tournament, which is a large 
increase in tourism to South Africa (SouthAfrica.info, 2009).  Overseas 
customers would also be interested to know the origin of the salami because it is 
unique, authentic, delicious, and attractively packaged. Therefore, the 2010 
World Cup may create a new demand for PICK salami in other parts of the globe, 
as tourists would go back to their home countries and look for this “brilliant” 
product (Brown, A. see Table 4.2).   
 
Additionally, the researcher believes that SPAR Group Limited is the most 
suitable outlet for PICK salami. The main reasons for identifying and selecting 
SPAR Group Limited include that they: 
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• best cater for the needs of PICK Szeged Zrt. to build a prosperous and stable 
long-term relationship with their distribution channel.  As stated by SPAR 
Group Chairman, Mike Hankinson and Chief Executive, Wayne Hook, SPAR 
stores continually grow. They use aggressive promotional activities and 
continuously upgrade and expand their distribution centres to reach their 
target audience effectively. Because of this, they are able to consistently 
report good trading results. Consequently, the SPAR Group Limited market 
share achieved an all-time high of 27.6% in 2008, with 825 stores trading 
under the SPAR banner. This data is supported by the SPAR Group Limited 
annual financial statement, which is audited by Deloitte & Touche Registered 
Auditors (The SPAR Group Limited Annual Report, 2008: 1, 6). 
• continued to achieve positive trading results for the first six months of the year 
ended 31 March 2009 (Supermarket & Retailer, 2009).  Their turnover 
exceeded their previous results by 24.5% to R16 billion which was slightly 
ahead of turnover growth for the first half of 2008.  It is a great achievement, 
and it proves that SPAR Group Limited is a strong player in the market, who 
can survive tough economic conditions as their operating profit increased by 
22% to R605 million in 2009.  Their headline earnings per share rocketed 
upwards by 20.5% to 242.5 cents per share. This data is in agreement with 
their unaudited interim results (Supermarket & Retailer, 2009; Unaudited 
Interim Results, 2009). 
• seek to conduct its business in an honourable manner, and truthfulness, 
honesty and modesty are paramount (SPAR Group Limited’s Code of Ethics). 
Matters of fair trade are essential to sustainability, and SPAR “prides itself on 
its relationship with both its retailers and suppliers” (The SPAR Group Limited 
Annual Report, 2008: 20). 
• show a high level of stability within its management team which is another 
significant reason to deal with the SPAR Group Limited.  At the time of 
writing, no  changes  had  occurred  in  the board of executive committee after  
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those documented in the annual report of 2007.  The senior management 
team are enthusiastic and dedicated to leading the group even during difficult 
economic conditions.  In addition, SPAR has the advantage of positive depth 
of management and secession for key positions, which indicates future 
stability in the company (The SPAR Group Limited Annual Report, 2008: 12). 
• unite their wholesalers and retailers, allowing them to compete successfully 
against rival chains (The SPAR Group Limited Annual Report, 2007: 1).  
• have the buying expertise to deal with PICK Szeged Zrt. with regards to 
effectively receiving and distributing PICK salami.  
• capture and cater for a high-income core target audience and also  supply 
specific stores for its lower, middle and upper-income consumers in South 
Africa, as well as in neighbouring countries such as Swaziland, Botswana, 
Namibia, Zimbabwe and Zambia (The SPAR Group Limited Annual Report, 
2008: 3). 
• target the growing South African middle class which is significant as this 
market segment shows a greater need and demand for processed as well as 
quality fresh food (Louw et al, 2008:  289, 291). 
 
Lastly, exporting is one of the entry modes that has many advantages as it needs 
the least resources, provides for high flexibility and may be considered the 
simplest way to sell products on international markets. Especially in the case of 
direct exporting, the benefits are multiple as the exporter (namely, PICK Szeged 
Zrt.) can control its international ventures with greater ease. It also provides the 
organisation with the opportunity to establish their own network in the overseas 
market, which may lead to enhanced market feedback (Kotabe & Helsen, 2008: 
293, 312, 536).  It is, therefore, worthwhile for PICK Szeged Zrt. to export PICK 
salami to South Africa, because, together with these advantages, the South 
African market has a need for a product such as this.  It may be advisable to start 
this process with a predetermined trial period, during which PICK can introduce 
their brand in South Africa, gather information and consider opportunities for their  
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other products in this market. This recommendation reflects the theory of Kotabe 
and Helsen (2008: 542), who explain that direct exporting can result in increased 
knowledge of “export markets and international expertise due to direct contact”.  
Consumer loyalty can also be achieved more easily for the exporter’s brand.  
 
As there is an unmet need in the South African market for high-quality perishable 
meat products, it would  be greatly beneficial for PICK Szeged Zrt. to export 
PICK salami because it would not only benefit the mother company in Hungary 
but also SPAR Group Limited in South Africa. More importantly, a business 
relationship between PICK Szeged Zrt. and SPAR Group Limited can create and 
sustain employment in both countries. The researcher strongly believes that the 
benefits of importing PICK salami are multiple for all the stakeholders involved.  
Firstly, PICK salami is authentic, and has a 140-year history as well as an 
excellent record in Hungary and internationally. Secondly, shops and appropriate 
distribution channels (namely, the SPAR Group Limited) already exist. Thirdly, 
South Africa is hosting the 2010 World Cup, and, therefore, it is vital to 
emphasise the need to place PICK salami on South African shelves before the 
2010 World Cup takes place.  
 
5.6 OPPORTUNITIES FOR FUTHER RESEARCH PROJECTS 
 
It is envisaged that this study will initiate further research.  For example, an 
additional in-depth need analysis could  be useful to  both PICK Szeged Zrt. and 
SPAR Group Limited.  Further research could also include:   
 
• a follow-up interview with the Eastern Cape SPAR Group Limited regional 
buyer,  John Doubell,  to  confirm  the  initial findings that were summarised in  
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chapter four. In addition, PICK Szeged Zrt.  could make use of his 
collaboration, practical knowledge and contacts. These are vitally important to 
communicate successfully and link up with the five SPAR head buyers from 
the other distribution centres in South Africa 
 
• interviews with the head buyers from the other five SPAR distribution centres 
to discover the unmet needs of these geographical regions, as well as 
whether any additional viable business opportunities exist.  
 
5.7 CHAPTER SUMMARY 
 
Chapter five, which concludes the study, started with a summary of the primary 
objective and discussed the secondary objectives identified at the beginning of 
the research.  In this chapter, the research study’s main findings revealed unmet 
needs for a high-quality meat product such as PICK salami in South Africa.  
SPAR Group Limited were also recognised as the appropriate distribution 
channel for this product. 
 
The four secondary areas of the valuation process assisted the researcher to 
investigate the primary objective of the research and to provide 
recommendations for the study.  These recommendations could be useful to  
both PICK Szeged Zrt. and SPAR Group Limited to enhance and add to their 
successful business operations in this competitive global economy. Finally, this 
research concluded with opportunities for further research projects.
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